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Note on the use of this Teacher's Guide to 
The Media Mirron 

This Guide 18 for use with all thrw levels <^8iu<fent books for 
The Media Mirror project. These levels — Elementary. 
Junior High, and Senior High— are identified only by the 
cover colors: imuige for Elementary, blue for Junior High, 
and green for Senior High, Lacking any printed 
ickntification of grufe levcU the b^c^ may be used 
Hccordii^ to the needs of sttulents regardless their grade 
placement Two distinctions according to levels are made in 
the Guide: 1 J the "Objectives" in six of the nine lessons 
vary according to level, and 2) the ^^Catechetical Text 
("iirrelations" are different for each the three levels. The 
other material is uniform and may be adapted for each 
level by the teacher. 

Background on The Media Mirror project: 

Hie Media Mirror began as a pilot program in I9^1-1982« 
Onginally funded by a grant from tiw Catholic 
(Tommunication Campaign, the pilot was sponsored by the 
ilepartment of Communication and the Department of 
Kducation of the U S, Catholic Conference. 

(Contributors to The Media Mirror project: 

Ht'nry Herx. pilot project directxir 

Roger Ek'aubien 

Lilhan Black 

(*an)l A. Kmmens 

Rev Jom'ph Felker 

Sister Mariella Frye. M H.S H 

Rf»v James F. Hawker 

HiHter Donna Innes, C S.A 

Jiihn Mitler 

Frances Ford Plude. Ph I) 
Mary l^ou Schn>pp 

Dioceses participating in The Media Mirror 

pilot programs in 198M982: 

VkmUm 
l>ubu&* ue 
Newark 
Oakland 
i Orlando 
Paterson 

l^irtland «()regi)n« 

St FauI'MinneapoliK 
♦St Petersburg-Tampa 
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THE MEDIA MIRROR: 
A Study Guide on Christian Values and Television 



rmioDucTioN 



You are pioneers in a nationwide movement to bring to 
(^atholic students an awareness c^the values infused into 
their lives through media. 

Not just a generic awareness, ci course. The Media Mir- 
nrir adopts a speciflc point of view — tt^ Chri^an point 
view. Through this pn^ram, we hope that your stwk^ita 
will come to recognize their own values and gain the ability 
tu compare and contrast thow qualities with the values . 
portrayed on their own honw television sciBens. 

This is not an anti-television course. Television is a 
technological tool that can be used for good, as well as the 
not-so-gciod. It can broaden tl^ perspective^ ctf your stu- 
dents by introducing sights ami sounds, concerts and expe- 
riences they might not find in their hon^ communities. It is 
the most influential entertainment medium in the United 
States. 

In this course you will have the opportumity to work with 
television for positive goats, ^lecifically, the goals ^t by 
the first project coordinators are to: 

1 . Develop an understanding of the role ami influence of 
television on the values of elementary, junior and 
senior higlp school, and CCD students; 

2. Fcnfter coni^tructive and positive use of television and 
related m^ia by utilizing media to help develop the 



awareness leading to better citizenship within the 
community at-Iarge and tl^ Catholic community spe* 
ciflcally; 

3. Cultivate a better umierstanding of Christian values 
as portrayed in pofHiIar culture; 

4. Invcdve participants in making choices by making 
them aware of the options available in the selection of 
pn^^ramming; ctevelqp *^ctemanding* viewers who will 
utiliie choice; 

5. Educate viewers to uf^rade the quality of programm- 
ing available on televtsitm and in other niedia; 

6. Develop a cohesive nattonai niedia education program 
reflecting values that are essentially Catholic in na- 
ture. 

Nine les«>ns are provided with study questions and 
sugg^ted activitira. (You sluHikl receive (me book for eadi 
stikent in your partici|»iting cla^ J Hiese are by no means 
all-inclusive. If <^er activiti^ are more appropriate for 
your class, they may be substituted or used in addition to 
tl^ suggestions. This is an invitation to be as creative as 
your time and interest allow. 

The lessons are designed to add up to a full unit. You 
may, however, use the topics out of sequence if it fits your 
class schedule better, also, you may elect to use some of the 
outlines, but not all of them. 



TO THE TEACHER 



According to the A.C Nielffen Company. 12-17-year-olds, 
as a group, watch the least amountof television. Girls 12-17 
watch appmximately 18 hours per week on the average, 
while boyn watch 22 hours. 

In a 1983 survey. Nielsen found that the top shows for 
teenaijerH an* the following: 

1. "TV Sensored Bfwpers*' 

2. "Mo Town 2.5 Year s Special" 
A "Charlie Brov^n Special" 

4. "Life s Embarrassing MomentK*' 
fj. "lx)ve Boat" 

H, Battle of the Network Stars" 
7. **A4eam" 
H. "Facts of Life" 
H. "Family Ties" 
10. 'NBC Sunday Night Movie" 

The AC. Nielwn rating for the top 10 shows viewiKl for 
the general public for the first week in January. 1984 were 
an follows: 



1. "Hotel" ABC 

2. Dynasty" ABC 

:J. "A team" NBC 

4. Sunday Movie "The Enforwr ' ABC 

5. "60 Minutes" CBS 

G. Saturday NFL Playoff pi»it-game show ... CBS 
7. Friday Movie "Dixie: Changing Habits" . . . CBS 

H. ' Dukes of Haxzard" CBS 

9. The Fall Guy" ABC 

10. "Hart Ui Hart" ABC 



It is not neceHsary for you to btKrome an expi^rt on TV or 
even the above showH. But it is recommendc»d that you view 
the pmgrams popular with your ntudents at least once in 
order to lead the diHcuH^ionK efTectively and to Htimulate 
students to think about TV and to aruilyau*. not tii condemn 
TV or even particular prognims. 

In the pilot program, teachers found it helpful to ask 
students to maintain a detailiKi or nol#4wiok aliout the 
pnignims they wat4*h during the w^frk. it is not pi»Hsibie to 
assign vit wing for each unit lH*causc* y<>ung |HK)ple have 
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many ccimmitnients which preclude their watching pm- 
grams on a piirticular night. In addition, some parents may 
be unwiihng to give up viewing their favorite nhows! But 
studentH generally have excellent TV memories and they 
can often rt»ly on them in the discussions. Occasionally you 
may want to ask students to watch prc^rams to note spe- 
cific pttKres of information, such as the way minorities an* 
trtrated. Make your analyses of TV as concrete as p<K»sible 
as students in grades seven and eight still have trouble 
distinguishmg between fact and fiction on the screen, and 
they are unable to philosophize about TV. 



It is important to keep in mind that it is NOT nm»ssary to 
do all of the activities. Selinrt those* which ;m* Jx'st for your 
class and feel free to adapt them. 

Notify the students part^nts that the class is . .udying TV 
inorder to obtain th€MritNipt*rati(m. If possihU*. mail notices 
ht?me to the parents inst4»ad of rt»lying on the students tn 
bring them home. We also suggest that ynu announiv the 
critical viewing skills curriculum to the FTA and the Im al 
newspaper. Encourage students to discuss TV with their 
parents. Students watch TV alone or with thoir pikers more 
often than with their pan*nts. 



SUGGESTIONS FOR PARISH CATECHETICAL 

PROGRAMS 



The National Catechetical Directory, Shahnff the Li^ht 
iff Faith, states: "Catechesis should seek Uy foster critical 
understanding of this medium iTV),"' <#262> 

The elementary book could be used as a one week '*sum- 
mer bible school" experience. You amid have the freedom of 
using the materials in a short block of time, along with a 
field trip to a local TV station, the viewing of parts of the 
kids' favorite shows, commercials and other experiences. 
This summer appn»ach could give you more quality contact 
time with your student s and fill a nc*ed to add meaningful 
activities to a rather tong vacation. It also might be an 
opportunity for the junior and senior high students txi vol- 
unteer as aides and helpers in this prt^cram. 

The junior and senior high materials could be used in 
some kind of weekend retreat setting. The mat(*rials muld 
lx« adaptc*d, and then prayer, recn»ational and other experi- 
ence^.; would have to be added. 

The junior high and senior high materials could be inte- 
^ratini inU) the regular curriculum. To assist you in dtiing 
this, the appt>ndix bibliography in this guide give some 
suggesti»d lessims in comm<in catt*chetical ti^xth(K)ks. Thesi- 
texth<N)k n*fen*nces have bi»en providt^ for all thrpt» levels. 



This was done to help you use Thv Mi dia Mirmr nmtent as 
enrichment material and further input m a giver, topic. 

For junior and senior high a wide range of options are 
available. The total program could be used for discussion 
gn>ui». You could view together part of a pn>gram. or 
pre-recorded cfimmercials and shows. Then you could hsik 
at the meaning and the message of a show in light of thi* 
material in a given chapter. The discussion questions and 
activities could provide the group leader with enough ma- 
terial to keep the effort going. 

The particifmnts could be asked to find biblical sUiries 
and values that either complement the material they view 
or prt»sent a different value. For examph*, they could lie 
asked to compare and contrast one of Luke s gospel stories 
on wealth and riches and the message of one of the commer- 
cials. 



Please note: Videi? material is copyrightt*d. If you video 
record any material, check with your l(K'al station to see 
what their regulaticms an? concerning the 4*durati(mal us4» 
of the material and the permissions needed to use it in class. 



A Conte nporary Challenge to the Church's Educational Ministry 



Excerpts from Sharing the Light of Faith 

22. Communwatums 

The impact of the r immunications revolution, especiallv 
television, is very powerful in the United States. The influx 
of information is overwhelming. A person living in the 
United Statics today is said to be exposed to more informa- 
tion in a wi»€»k than his or her counterpart of two centuries 
ago was in a year. 

Many find that they are given more information than 
they can assimilate or evaluate. People need to acquire 
'literacy*' in relaticm to the new media — that is, they need 
to grow in their ability to evaluate television and other 
aintemporary mtniia by critical standards which include 
gfispel values 

2tit - Tmminfit media teachers 

All who usi» the rcimmunications media in their work. 
"I.ave a duty in cfmscience to make t^Mfmselves cf>mpetent 
in the art of s^nrial communication,'** and this applies in 



particular to people with educational rt^spcmsihilities. in- 
cluding catechists. Theory, technique, and research an* 
part of media tniintng. In line with what has been s^iid 
above, catechists should learn how to take media into ac- 
count as a crucial part of the cultural backgnmnd and 
experience of thc^ being catechized; how to use media in 
catechesis; and how to help their stidents understand and 
evaluate media in the light of religious values. 

262. Training media users 

Catechetical instruction concerning media should help 
people become knowledgeable viewers, listeners, and 
readers. &ich training is necessary for them "to benefit to 
the full from what the instruments of social communica- 
tions have to oiTer.**^ It is alao i^uired if they an* to seek to 
improve the quality of media, either by advocacy directed 
at pmfessionai rammunicators. or by pursuing careers in 
OKHiia. 

Because television occupies so much of the time of so 
many people in the United States, catcnrhcfsis shi>uld sc-ek to 
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Tiistur critical understanding of this medium in particular 
Vit-wen* nwd to know, for I'xample, how prngrams are 
planni*d and phkIucikJ; tiHrhniqut'H used by advertisers and 
lAhers to influence and persuade; whether and to what 
de^rif TV pive« a true picture of hfe or distorts reality; and 



the role of pnifit motivi»s in determining policy in iMmmer* 
cia! tt-levision. 

BcH^ause people j^ww in maturity and bei'ause then* are 
frt*i]uent changi>s in the media, ctmtinning tnlucation is 
neit^ssary to keep aHnL»ast of the changes. 



An Experimental Model of Religious Education Based on Thomas Groome's Model 



TIhtl* ;in* many ways to do effective religituis education. 
Kiich U-aciier will have her his owti style and skills. What is 
being ofrt*red ht^re is a ptssible appitiach to help stiKients look 
at thvir values and \iw gospel nH>s8age. Iliis apfmmh is an 
(effort to ht»lp students more reflective. Thomas Groome in 
his hiKsk ( 'hrtidiat^ RelifiUHis Educaium < Harper & Row, 1 WW) 
p vc*s us a mi'thod i»f fi w stei» to help us tk» tc^ether mir action 
with tiur n»flection mi go^I vali^s. Hie five steps aro: 

1 . Ufc> experienan? — what are wp ckiing? 

2. Tht» n^asons for our actions — why do we do that? 

.'i 'Hh* Christian story and csir lived experience rfcommu- 
nity, 

4. U*t\s talk ahcKit our life experieiKes ami the C'hristian 

experiena*. Ua s look at similarities and differences, 
f). What are we going to do now? What actions are 
ni*eded to hc*tter live the Christian message? 
lift us consickT ht>w we can n*late our TV study to these five 
.steps. 

I. What an« we doing? What is our expt'rience? The pur- 
piKst* oi' these questions is to brir^ awarem^ tin* 
gnmps pn>sent action in regard to a particular focus vS 
Che Christian life. 
( juc*stu»ns for the Metiia Mimtr experience might be; Whhi 
.shows df ) you watch? How do ymi <k*al with the values, vio- 
lence, or experi<«nce <^ these shows? Tell m%» about a tinu* y«Hi 
wi^rv H'ally angrv about a sIkjw and it^ direction — or really 
happy. When do you watch T^'*' Who shares the experientv 
with you? 

2 The reasons for our actions — why do we do that? We U¥>k 
cntiatlty at the issues; we try get at the hopi*s, as- 
sumptions, and ci^nsequences of imr actkms. 
The ifuestions might be: Why do you watch TV? Why do 
Vfiu bi'lievt*. dis{ign*e, accept, challenge what you see on 
TV? Why do you sp(*nd the amount of time you do with TV? 
Why do .vou need to buy what you see on the commercials? 
:i. What have ( 'hristians done, and why has the commu- 
nity lived this way? This is the place where we look at 
content, scripture, tradition, belief and practice of the 
community. We talk about the Christian message and 
vision of iHir lives. 



The questions might be: W^hat did Jesus say abtait vio- 
lena». ctmflict, forgiveness, love, peacv, mercy, mate- 
rialism? Can you find these stories in the Bible? What 
valui*s do Christians hold and why? 

4. Let's talk about your life experiena-s and the C^hri.s* 
tian experience. Let's look at the similarities and dif- 
ferences. We put the Christian story and valutas in 
diah^e with our personal experienct*s and values. 

tju(>sticms might b»r What do we hear fmm scriptun*, 
tradition, and Christian practice* that affirms you, chal- 
tengi*s you, calls you to change and growth, to ccmv'ersion? 
Does your stor>' add anything to the Christian story? IXh^s 
the Christian sti^ry add to your understanding of life? 
Whi*re do you and the Christian story and values agree and 
disagree? 

5. What anr we going to do now? What action needs to hi* 
d<rtH»? The purpose trf* this step is to stn? if any pres«»nt 
action is living up to the gospel message. We an» called 
to make decisions for future action that will be more 
in line with the Chrir^ian life. 

The qui^stions should leau to action. What needs to be 
done in (Uir life that will make us mon* (^hristian? For 
example, we study the conflict section and decide violence 
is a problem. We look at Jesus' message and then determine 
actions that will make our school less violent. We decide to 
.stiirt a big brother, big sister effort to help the younger 
students find enjoyable fun activities on the playground. 
We help them organize safe games. Or we decide the com- 
mercials are too materialistic. An action would be to gather 
fo(x). clothing and toys for poor kids. The action steps will 
vary greatly acc<irding to the age level, but some concrete, 
pc^itive action can be an effort to get our life more in 
contact with the Christian vision of life. 

There is an old saying that religion is caught, not taught. 
It is cauf^t in a believing community wlu*n* kids are at* 
tracted to the values, attitudes, practices and l^eliefs of 
others. Hiey decide to become part of this aimmunity and to 
learn the gt^^'l message and its application to their lives. 
This pmgram is an effort to help you facilitate this process. 
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IN-SERVICE GUIDE 

Advance Planning for Media Mirror Teacher Training 

Kegisii^tion Advance registratton is advised to {Htnrkto fcr smooth i^ratkHi of the sessioa You 

shoukl know the number of lei^fa^rB attending as well as tJie grade fevels in (mkr to in- 
sure noting tteir needs. 

I^atgn a regtstraticm f&m which best meets local needs. A suj^gestal fcNrmat for such a 
form IS attached. 



Koom arrangen ents 



Designate respcmsible party fhmt^hmtess at the site setected) to greet participanta; 
have particifiants sign-in; make name tags; hand out materials. 

Please arrange tables/chairs in some conxfwtabb arrangement. Provisions should be 
macte tc be abte to inieak into smalWr groups fm presentation of grade level units. 



Suggested arrangen^nt: 

♦»<VideoSeU 



(Screen)* 
(Overhead Projector)* 



Iridium 



Kquipmi*nt 



♦Screen and Overhead Projector plus transparencies which yim have made to use in 
your presentation. 

'^♦There are two programs which have been produced by USCC for use with The Media 
Mirmr. One is an overview of the pn^am entitled 'The Media hlirror*" and the other 
portrays student/teacher use of one lesson, ''Heroes, Models, Groups." Each program is 
approximately 15 minutes in length. The charge for each is $35.00 which is the cost to 
duplicate tlte tape. 

Plan the lead time twcessary to have the tapes in time for the leiicher in service 
s€»ssion. 



To order Uipvs from IJSCC Cost: $35.00 each (duplication cost) 



Tinu' n*quirt»d fur I he M'ssion 



t'i>lh*e Hrpuks 



Tith^: 'The Media Mirrw" (an overview of the program) 
"Heroes, Models, Grou|»(" (Lesson 6 in use^ 

Kach tape available in 3/4 or 1/2 Beta or I /2 VH F. < I'lea.Hi* s()fH if y when f^dering) 

Order: Write to Kay Spellnwn 

Viikx^ Department of Communication 
lOU First Avenue, Suite 130(1 
New York. N.Y. 1W22 
<212) 644-1895 

Inscribe exacrly what ycHi wish to order. (Jive name, position, addre^.s umi phone f of 
person placing order. Give exact matiing/^ihippinK address wl^re lape« will he sent. 
Plan enough 'lead' titw to inmr^ arrival by date needed fi^ u»e. 

Plan to meet with presenters in crt'der to go over the lessons which they will prt*st>nl. Be 
ihorouKhly prepared ai leust om* day f^iar to the actual in-service. 

The in-service itself should be a maximum of two (mirs. Set the time of day which ts best 
for your district. (Plan a time convenient for both school and relifprnis education profes- 
sionals. ) 

Coffee/ tra and simie refreshments shfHild be arranged. // necessary, charge a sUkHi fee 
in the r^icistration to cover thew rosts. Make an^ngements with the host site to pn>- 
vide the refreshments. 
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Presentation of Media Mirror Program 



9:05 & 
First we wiU givt» a 
Then we will 
Followed by a 

9:10 20 



HuKK^t^^ time?): 

BEGIN MINUTRS ACTIVITY 

5 Welcome ami introductkm oTpreaentertaK (If dealing with ftimary. Intermediate, and 

Junior High/High School, two helpers 4re neeM.) 

Overview of U» seraim so tlwt yw will know what we plan do: 

1. General descripticm of Tf» Media Minw. 

2. Experience otc unit (UNIT 6» for use with 4th, 7th, and 10th grades. 

3. Woriiing km>wkdge of the rwiuroes which are a part of tl^* Pr<^(ram« 

1. DESCRIPTION OF THE MEDIA MIRROR 

(a| You may decide to use the vkleo caasetle available through USCC-DEPART- 
MENT OF COMMUNICATION whfch is an overvk»w of the program. (See Ad- 
vance Planning SheH for ordmng.) 
OR 

(b| Explain the Goate of the Kogram (refer to the teacher s gukle}. Use of a 
transparency listing the goals would be li^lpfuL 

Explain iha format of the Program. 

—Briefly describe that U» program consists of three nim^Iesson study units, 

aimed f<^ use at grades fmir, seven and tra. 
--Materials indiale qi^irt^kms for discussion, group activiUM, and parent in- 

volvemrat augginrtima* 
— Tl^ra ate suiBC^stkms as to how to facilitate the ^iaptat^ of the material for 

parish catecheUcal progrema 
—There are tem;ti^*s gutcfes and otter resource materials. 

"Befoie we examine all the materials in depth, we wiU go right Into doing an actual leroon, with you (teachers) taking the 
rote of students, and I and my helpers fwesenting the k!S8cni.** 



9:30 



20 



♦♦♦If you have €»tlered 
tte video cassette 
**//ews, Models, Gitmps" 
from USKX, show the pn^m 
to tte entire group tefore 
you break into grade level 
sections. It is about 16 
minutes long; helpful but 
not essential to tte in-service. 



2. EXPERIENCE ONE UNIT-HEROES, MODELS, GROUPS-UNIT 

(a( Break into groufi^ teaching 4th, 7th (Junior High) and 10th grade. Each group 
wiU expermice tte mp^opriate grade tevel ksamu 

(b) E^immt^shouUtethonitt^i^fanriliw with tte griKte level tessOT 

is {SBsenting to tte group for which hdshe is responsible. (PLEASE meet with 
tte telpers in advamre to designate areas of resptmsibility and to go over tte tes- 
scrns to te i^wented.) 



BEGIN MINUTES ACTIVITY 

PRESENT LESSON 6~HER0ES, MODELS, GROUPS 
—Direct participants to lemon 6. (Y<m may wish to make and use tran^rency 
tere.) 

— Re^ (k> discussion que^fi», aid select an activity. 

Tte purp<^ tere is to familiarise tte t^tera with a kmmm so Uiat wten they present tte {uogram to tteir stuttenUs, ttey 
will te comfm-tabte with tte experience as well as with tte materials. 

10:05 10 COFFEE BREAK 
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10:16 15 (RETURN TO LARGE GROUP) 

3. WORKING KNOWLEDGE OF THE RESOURCES WHICH ARE A PART OF 
THE MEDIA MIRROR PROGRAM, 
(a) 'Walk thrmigh' the wwkbooii and teacher's guide. 

•-Each partic^iit ritould raonve the Media Minw nK^Kei for his/ 

—Show bow wwfcb oc di is arranged. 

{hi LfOcato ReMurro Ruitmate, 

it) I>bc«88 parrot tetvolvemiNnt tachi^ 

10:30 15 DISCUSSION OF WAYS TO INCORPORATE THE PROGRAM INTO PRESENT 

CURRICULUM 

(a) AA: In whkh wtf^s coukl yra mort readily uw wne w all of time unitar 

(b) Suggaatkma; Religi<»i dasiM; Sodai Sctenoa untt^j; Language Arta clanM. ape* 

dal rorkbnmit anita w 'mini-aNnKma,* 
EiKourase gnmp sugyeaticma aiul intemtion, 

10:45 10 QUESTIONS and CLOSING 

**Are there any furth^ quaatkm?** OR 'if you have nme questions. I will be avail- 
abte aftw this SMakm and y«ai may rmch nie at my of5ce /' 

END SESSION WITH A BRIEF PRAYER 

Select an ap{Nro|mate [royer or reading. 

Suggestions: In dbaing, a reading from PkiL 1-9^10 

''My imorer is that your love for each oth^ may iimeasenKaneaiK^ 

improving your knowtedge and deepening ycnir perception so that you can always 

reec^nise what is brat** 

(OR) 

Ecclesia^3:l^ 

, . . Send forth with a final prayer . . . 

WITH A VISION OF A NEW DAY IN OUR HEARTS WE TURN TO OUR GOD. WE 
TRUST YOUR PROVIDENCE AND WE ASK YOUR SPECIAL BLESSING ON EACH 
OF US HERE* MAY WE CONTINUE TO ENCOURAGE OUR STUDENTS TO 
RECOGNIZE YOUR WAY, TRUTH, AND UGHT IN THEIR DAILY UVES. 
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REGISTRATION FORM SHOULD IM;LUD& 



Some informatko on tte workshc^ what is tlie puriKwe of Urn siBmwm; 

what is TJw Media MimH* 



Some eye-catching art work, some quick remiing, ctear spacing. 

Date 

Location 

Tin^ of the wtMrksluip 
Who may aign up 
How toregifller 

Cost (if any): T6 whom chedka shouM be payaUe< 
Where to return r^^tration tmtn 
Directtmis to tb? kxration of the workshop 

lockicfe information that Ih&ce will be matcmls distributed to llmse who are attending the wcKkshup. 1^1 participants 
know what will be induded in the materials* For example, "A twenty-four page workbook, Teachers (lUtde, and 
resource materials will be very helpful to the classroom teacher interested in helping his/her sludcnlH benefit fmm 
teWvisicm viewing." "LeswMis have already been prepared for use with your sludenls/' 



Example: 



Please return this sectscm to: 



by (list deadline u heri duct 



MEDIA MIRROR IN-SERVICE Date 



LocaUcHi 



HcIhioI or Parish 



Mailing Address 



City 



Zip 



Name/s of Atl4*ndee/H 



(irade l^rvel 



r 



(if then* IK u ciist ifu olvwl add the f<>!lowing> Total em'Ji>s*HJ: $ 
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LETTER TO PARENTS ABOUT MEDIA MIRROR 



IH'iir Parifnls, 

We <ire planning to begin using special materials with 
our child on media awareness. Hiis material will look at 
vari<His issues related to televisiim viewing. We lH)pe to 
upun up areas of discusmon, evaluate the qualities and 
vaiueK of a pnigram, and challenge tl^ rtuitonts to reflect 
critically on what they watch. 

Many are concerned about the overall time stu&nts 
spend watching televisicm and tl^ i^uality ci the matmaL 
We want to begin to address this. We lu^ to give sUutents 
toots that will help them choose quidity over quantity. We 
hope also to help you as a parent to becon^ aw^ure of the 
iHHues and how to use television as a source for discussion 
and nharin^ vhIup^ 



On . ^ at p.m,, we will 

CfMidttct an orteniaticm im]^sram finr ym on the Media Mir- 
1 'for prq^ct We will rc*view the topics, suggert wajrs Umt you 
• ' . am help at hoiro, ami listen to yimr ccmccms about ymir 
child*s vfewing habits. 

Timnk ytm for your interert and cooperation in this mat- 
ter We l^pe to see you on - — at 

p,m. 

Sincerely, 



WHAT PARENTS CAN DO 



1 IX'Vflop planm*d TV viewing with specific programs. 
Tt-ach y<iur children that TV viewing involves watching 
s«-U«ct«Hl programn. not just watching TV. 

2 Si't a lime limit for the atttount of television you and 
your family will watch each day. Use the TV li^ngs am} 
sp(*cuii H'viewj* to select the programs Uiat you will 
watch. 

A Seek out programs which v. ^'w- Made for children and 
which will involve them in simulating, challenging, 
enriching and i^ducutional experiences. 

4 Watch TV with your family aiui talk about the programs 
you si«e line sensitive subject matter to up discus- 
stitiis With vour children and to help them explore their 
natural (questions Express both your thoughts and your 
r<N*lmgs about what is happening during programs, 

r> Help your children distinguish between what is real and 
what IS make-believe on television. Explain how televi- 
>ii>n usi*s stunt people, sptHrial effects and animaticm to 
rrt-atf fanlasy Kxptain how the evil portrayed on TV is 



happaiing to actors and how the effects are worse wlien 
it haiqiens to real people in r&kl life. 

6. Expose the exaggeration and ^cc^ifHi in TV advertis- 
ing. Spend time with your children analyzing the mes* 
sage and n^ttml of commercials. Help them unKterataml 
the power of their perauasion in the life of yimr family. 
Talk about th^ secular ^ura they promote and contrast 
them with ideal Christian values. 

7- Be ymir own TV by reading to your children and telling 
them your own true stories. Help your children develop 
reading and storytelling skills. Help them devel<H> » 
deep appreciation for a variety of communications arts. 

8. Don't let your children use TV ^ an excuse for non- 
involvement in other activities. Encourage your chil- 
dren to make lists of alternative activities — playing 
with friends, reading, working on a hobby* learning a 
new HkiU — and to make conscious choices from these 
lists before watchii^ TV. 



1. WHAT IS TELEVISION? 
A Channel to Life(?) 



Objectives 

1 Tif hemme conscuius of one s own TV experience and to 
rect)gni2c perscma! viewing habits and choices. 

2 To idi^ntify major changes that have occurred during the 
short hi.Htory of the television medium and their mxial 
effei'ts 

.i To hi*^\n to understand the tR^ope and significance of 
televtsinn an a contemporary communications sjrstem, 

4 To hecvme awan* of the need for and value of experienc- 
ing telfViston on a communal level, esf^ially within 
the family context. 

r> To heum to appreciate the pi>tentia! of television 
ti-chnoiu^nb' for building human relationships and the 
kmgdom of (iod. 



Scriptural References 

The following is a lirt of scriptural referenceH that may be 
helpftil in dealing with the media units. 
John 8:12-20 (Jesus is the Ught of the World.) 
1 Cor. 3: 16-23 ( We are the temples of God. ) 
Eph. 1:3-6 (God ch<^ us to be his in ChhKt.) 

Background 

Children spend more time watching TV than they spend 
in any other ar^vity except sleeping. 

By the time the average child enters kindergarten he has 
alrrady spent more hours laming abmit his world from 
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television than the hours woutd Bp^^ in a coU^e class- 
room earning a B.A. ifegree. 

By graduation the average teenager will have watt^bedot 
least 15,0CM) tHHirs of TV, seen 350,000 commercials and 
vicarioufdy {wrticipated in 18,(NX) violent deaths. 

By the age of 65 the average viewer sees ^KX) entire days, 
9 full years, 18 waking years worth televisicm. 

The annual American consumfHion of TV programs is in 
excess of 300 billion hours. 

THE . . . sleeps 2^ hours a year 

. . . watches TV 1600 >M>urs a year 
AVERAGE . . . woriks 1400 b<Hir8 a year or goes to 

school 1000 hours a year 
AMERICAN . . . eaU 700 hours a year 

. . . reads newqMqpers, magazines, books 

400 hours a year 
. . . spemte 60 hours a year in diurch 
. . . listens to lM>milies 8 lumrs a year 

A thousand leaders of American life, asked to nan^ the 
most powerful institutions in America, listed these tap 
three: the White House, the Supreme Court, television. 



According to a recent study, television leads all other 
tn»iitional influences on our lives. Religion ninked 23 out 
of 24. 



Types of network TV shows and their 
audiences, 

February 1982 {7:00-11:00 pm) 





Number iif 














General Drama 


13 


18.0 


18 


Situation Comedy 


32 


18.1 


44 


My^ry & Su^nse 


10 


16.9 


13 


Feature Film 


7 


18.4 


10 


All Regular Pn^ 


74 


17.7 


15 








•hruary /!M2 



TV Audience Composition 



/*Drv part 





Smmherttf i%euvm 




*l tif awrfif mr per atrra^^ mtnutc 




usiHff TV 


per 1000 


Men 






Chlldrrn 




viewing hcunrs 










25.4 


1,304 


24 


59 


4 


13 


32.2 


1,371 


21 


58 


7 


14 


63.3 


1.850 


36 


45 


8 
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Monday- Friday, 10 am-1 pm 
Monday-Fnday, 1-4:30 pm 
Ail nights, 8-11 pm 

Simrce: National Audienct Demographics Report, February 19S2 



Cable: A New Chapter in the Television 
Communications Revolution 

There are 5,0(X) operating cable systems in the 
U.S., serving some 14,200 communities. AiK)ther 
2,500 franchises are approved but not Imtlt Pennsyl- 
vania has the mrat systems (349) and California the 
most subscribers (2.4 milliim). Operating ^sterns 
currently reach about 30.2 million subscribers, 
perhaps over 84 miIU<m people ~ 37% d'the natiim*s 
TV households. The largest (Cox Cabte in San Diego) 
has about 210,590 subscribers. Some have fewer than 
100. Teie-Communicati<ms Inc. is the largest multi- 
ple system operator ( MSO K with more than 2, 100,000 
subscribers. InduMry revrat^ last year t<toled ap- 
proximately $2.6 billion. Mc^ systemtsoflTer 12 chan- 
nels. Systems conrtructed after Marth 1^2 must 
have a minimum ^Vchanml capacity. The average 
monthly fee (including pay cMe) is $17.17. Co^ erf" 
laying cable range fi^m $10,(M)0 per mile in rural 
areas to $SX)»0(K) in uriwn areas and up to $100,(XN) 
where undergrouml cable is required. An estimated 
34250 systems originate programming in tl^fr own 
studira, the average for ^ hmira weekly. Equipment 
costs are as lew as $30,000 for a Hsall black and white 
operation and $^,n^ jbr a coIot studio. Over 2,050 
i^ystems (41^ of all systems! acc^ uivertising on 
their iocaJ originatiim channeb, with rates fitmi $5 to 
$400 per :M>-8econd spc^ Most cable systems derive 



less than 5^ of their gross revenues from advertising. 
Pay cable is on approximately 3J0O systems and 
reaches 13.5 million sul^ribers in 50 itotes. Most 
pay c^le operators are rqmrting close to 44^ pene* 
tration of Aeir sulMmber ccunt Home Box Office 
Inc. initiated the first national satellite interocm- 
nected pay netwrnk SefL SO, 1975, u^ng transpomler 
time leased <m tl^ Satcom satellite. Asiife from ccm- 
xractii^ ioT i»ckaged (Miy |m>grams, like HBO, cable 
operators can tease a channel to a pay program 
operator or secure their own pn^^mming direcUy 
from a supplier. Over 38% of all cable systems have 
ties wiUi broacka^ inte^erts, almost 219( with pnh 
gram producers ami approximately 16% with news- 
I^pers. Many sy^ms have multiple miss-owmrship 
ties. 

Source: Broadcasting! Cablecixsting Yearbook 1983 



Using TV TecHnolo^ in this Course 

Hiis course has been designed for use in a wide variety tS 
educaticma) settings ai»i is not d^nikmt on sof^isticated 
equipn^^ for its micceM. Tl^ cmly electronic technok^ 
required is the sU^ients' own hon^ TV sets. But if you have 
classroom access to other equipmrat, here are some things 
you can do: 
TV SET: U» a classroom TV ^ to sample 
and commercialB during daaa time as a means of intro- 
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ducing a ieswin or idea, of stimulating discussion, uf 
providing concrete examples, of reviewing class mate* 
rial. 

VCR: If you have access to a videwaswtte n?corder, you 
can do all of the above but with time-shift and editing 
capabilities. You can record pre-selected programs for 
later class viewing ^nd analysis. You could record a 
series of short excerpts from the students' favorite 81k>ws 
aiKi use the tape to compare and contrast the content and 
characters of the programs. You could edit tc^ther a 
tape of the most common or popular commercials for use 
in Lesson Three. The pcmibilities are endless, so you 
nc?ed to decide how best to use this tool to su{^rt the 
learning process in a situation limited time. 
CAMERA: In addition to t)^ above, if you also have a 
camera you could use it to reavrd some of the student 
activities, for example, a bible skit, a public service an- 
nouncement, a news show, interviews. A tape of mich 
&venti} recorded throughout the amrse would provide an 
interesting documentary for review by the stiklenta and 
their parents at the conclu^on of the pn^^m. Hiis 
hands-on experience can also help students develop the 
comfort and skills needed in the television production 
process. Although not directly a gcml of thi y wut g e, the 
active and prdicient use of television to#is in pbblic 
communications is becoming increasingly acquirement 
of our media n^ponsibility. Again, time is a^^^racticai 
consideration. 

OTHER: Common classroom A-V equipment will also be 
useful in this counw. An AUDIOCASSETTE REC- 



ORDER could Ih? used a>4 a substitute for the camera ti} 
produce an audicMinty documentary. A 16mm FILM 
PROJECTt)R is necessary to show the filmH recom- 
mended elsewhere in this Guide. It could also be used to 
show reels of commercials sometimes available free-of* 
charge from local TV stations, A SOUND FILMSTRIP 
PROJECTOR is needed for some of the rt>ctjmmendcKl 
mwmrces. An OVERHEAD PROJECTOR could bi^ used 
in class presentations or for projecting TV art and 
graphics found in ItKral publications. 



"The medium is the message.** What is important is not 
what is said on television but television itsi^lf. This has 
reshaped man and itifluenced him in depth. The measage, 
the content, has only a secondaiy role. 

PIERRE BABIN 

In enlv two decades of massive national existence, 
television has transformed the political life of the nation^ 
has changed the daily habits of our people, has nuilded the 
style of the generation, made overnight global phenomena 
out of local hai^nings, redirected the flow of information 
and vali^ from traditional channels to centralized 
networks reaching into every home. In other words, it has 
profoundly affected what we call the process of 
socialisation, the process by which members of our species 
beoime human, 

im. c;eur<;k c;krbnkr 



2. VARIETIES OF REALITY 
Is It the Real Thing? 
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Objectives 

Elementary 

L To become aware of the degrees of c^jecttve ai^ sub^- 
tive reality, fact and ftction in television programming. 

2. To become aware that every show has many different 
kinds of merges, how we are influenced by them and 
how they influence our values and behaviors. 

3. To discover some ofthe key elements ofa good ^ry and 
some the techniques employed to create rrality. 

4. To a|^>reciate how Jesus used stories to OMivey impor- 
tant nwssages about life and the love of his Father for 
every human person. 

Junior High 

1. To be able to explain through the use of ^lecifk exam- 
ples the various kinds of r^Hty on TV. For example, 
factual, fictional, docu-dramas, educatic^ml, and other 
kinds of pn^p^mming. 

2. To be able to see the differeni^ between ob.^ctive and 
subjective reality and explain it 



3. To became aware that every show has many different 
kinds €s€ mef^ages, how we are influenced by them, how 
ti^y can influence our values and behaviors. 

4. To dhsoover scm^ of the key elements of a good story and 
Bome of the techniques emfdoyed to create reality. 



Senior High 

1 . To become aware of the degree of ob>»ti ve and sub^* 
tive reality, fact ai^i flctbn in TV prcq^ramming. 

2. To define the n^aning rf ^reotype, to identify exam- 
ples is{ starecrtypes in current s)k>ws and to diKUss tiw 
transfer of stereotypes to our relationship^ with others, 

3. To gain critical viei^ing skills and prepare a list of ques- 
tions that will i^lp us rate TV shows. 

4. To heamie aware of the various message present on TV 
programming and the influence these n^ssages have on 
our iiws, and to comfmre and contrast th^e influences 
with (Atr Chrirtian values. 
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Scriptural References 

MBxk 10:46-52 (Jesuscum the blind man who follows 
him J 

Luke 10:25-28 (Jesus tewhes the great commaiui' 
n^nt.) 

2 Cor. 6:14-18; 7:1 (Paurs warning regarding had influ- 
emreaJ 

Background 

TV Creates Impressions That Become Our 
Reality 

Television creati'S stereotypes about many things Imt 
especially about the people who are the sutgects of its 
stories. THere are stereotypes abmit women ami mimmty 
groups, the poor and t)% wealthy, religious grmips and old 
people, elc. Some exami^ of the distorted picture of 
women which TV presents: 



• Althou^ abmit half the pec^le in this country are 
male and half female, the m^ionty (66-75^ ) of TV 
roira go to men. 

• Women on TV are portrayed mostly in romantic, mar- 
ria^ and family rolra and to lesser ik^gree than is true 
in pn^i^onal or »reer rol^ (eiqieciaUy th^me that 
are inqiortant). 

• V/amen are givra comic roles more than nwn, are 
portrayed as **nioer** people, but as passive and unable 
to accomplish tsaks. 

Television diapes mir rrality in other ways too. TV tells 
us what is important ami what we should be com^med 
about. This means that if it*s on TV we tend to think it is 
rral and that we slKnild belies it. 

Televiston teaches us some other powerful but distorted 
messages, for exami^: 

• The nm^ and better products we buy the ha|:q>ier we 
will be. 

a Things are more important than people. 

a It takes power over (^ers to survive in this world. 



3. COMMERCIALS 
This Show Is Brought to You by . . . 



Objectives 

1. To identify ways television commenrials influence buy- 
ing habits and lifestyles. 

2. To become aware of how television programs are used to 
attract audiences to commercial messages. 

3. To learn common techniques of TV ar^ ertising and how 
to test the reality and truth of its explicit and implicit 
messages. 

4. To develop the ability to distinguish between personal 
wants and needs and to develop the value of Jivi ig \^\th 
material simplicity. 

5. To appreciate the value of and to exercise personal free- 
dom and free will. 

Scriptural References 

Gal. 4:6-9 < We are God s children. I 

Matthew 6:24-34 t We must choose between God and pos- 
sessifins.) 

Col. 2:6-10 (We must walk in Christ J 

Background 

The TV Advertising Circle 

The television networks exist primarily to make money. 
To make money they sell advertising time to sponsors. For 
one minute of advertising time on a prime time naticmal 
!4how, a Hptmsor must pay between $100,(M)0 ami $J^,0(K). 
This does not iiKrlude the oist of making the comn^rcial 
itself. In 1983 the cost of buying 30 seconds to advertise 
during? tlu' Supi>r Bowl was $4«),(XX) — up from $345,0)0 
ihv year before. 

The ciwnpany that spent the mi^ to buy television adver- 
tising time last year was Proctor and Gamble: $568 millicm. 



The makers of soft drinks all tc^ther spent $307 million. 
Coke alone spent $109 million. In 1^2 Geneml Foods 
spent $232 million, General Mills $170 million, and 
McDonalds $94 million for television advertising time. 

There are nearly 600 network TV commercials every 
day. The average person sees about 70 of them. More than 
half of the commercials children see have to do with food 
products. 

In the price you pay for the things you buy is included an 
amount the manufacturer uses for advertising, such as 
paying i\w TV network to buy advertising time. Laj?t year it 
cost every family $718 for its shan of tV $61 billion na- 
tional advertisin:^ bill. 

Since the networks exist to maki mon<*y, it is important 
to them that everyone watch the comme trials. So tliey use 
clever pn^rams to draw an audience jnd keep people's, 
attention for the commercial tntrak. 

It is not only the overall audience appeal that is impor- 
tant to the advertiser, but the way the program sets up the 
audience for the commercial break. As you watch TV 
shows, be attentive to placement of commercials, the 
developn^nt of the script immediately before and after tV^ 
break, ami the use of special sound and visual effects to 
cafH.ure and sustain the attention of the audience throi^th 
tl^ series commercial m^^ages. ' 

Watch al»> for examples of the di < berate correlafion 
between program subject matter and the products being 
advertised, lliis is especially aimnnin in some child|ren*s 
pn^amming where the content of the show itself is a 
thinly disguised extension of the sponsor's pitch. Re- 
member that tttvertising rates, which produce the /bread 
ami butter of the TV industry, are set scientifically show- 
by-show faxording to ^e number of viewers the networiis 
can deli^«r into the advertiser*s grasp. 

Tl^re is another pi^bie area of discussion dealing with 
the relationship between ex|^icit and implicit levels of in- 
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fluence in advertining, btftween maniputatton and freedom 
of the individual. These issues are not su aw>arent to 8itu- 
dentH and pone concepts difficult for them to understand. 
For example. TV commercialn not only try to sway u» from 
brand A to brand X. but the cumulative efftH^t of their 
combined mesnages is to tell us that the generic product is 
eHH(»ntial to our life and happiness, that we aren't really 
worthwhile unless we have one or the other brand. Either 
way. we become greater consumers and the lifestyle of 
materialism triumphs. Depemling on the gnmp and the 
amount of time available, the teacher may want to pursue 
thi»si> ideas with the following questions: 

1. An* there things which you or your family buy be- 
cause you saw them tm TV but which you think y«>u 
could do without.^ What are they? 

2. If someone gave you $10,000, what producti»<s) adver- 
tis«l on TV would you want to buy? Would that be a 
gtKxl u^^i» of the mtmey? Are there better ways to use it? 
Would you share it with people in need? 

3. Jesus siud he came to bring us the truth and that the 
truth wtmld set us free. Can you think of ways that TV 
nininiercials mislead us, trap us and enslave us? 

Television's first mission is not to inform. It is not even to 
entertain. It is to move goods, to round up viewers for the 
main event — the commercial. 

RON IH)WKKS 



Imagery, Language and Technique 

. . ailvvrimng as it exists tiHlay could acvumtvly hv 
iiesi ribifliis u vmft that uses lan^uagt* ami images to i n ate 
the illusum nf sup^'rinritv " 

JKFFRKYSC'HRANK 

To understand the persuasive power and effects on TV 
amimercials it is necessary to pn>be their imagery, lan- 
guage ami technique. Think of a commercial as a multi- 
dimensional structure with interlocking parts. Try U) get 
inside it, to nee it fn>m the point of view of the architect. 
What is the pur^nise, the overall concept? Take the struc- 
tun* apiirt, piece by piece. Look at each piece separately, 
then in n*iationship to other pieces, then in the context of 
the whole. Select a commercial that is broadcast frequently 
and pnibe beneath its surface, nmsidering the following: 



1. VISUAL IMAGES. Turn down the volume ' nti! tl 
sound is (rfT ami look at the picture. What are the domi 
nant images? What are the recessive images? How do 
they interact? What symbols are used? How are position, 
pnsture, expression, locomotion used? How are the im- 
ages captured: What is the camera angle, the framing, 
the distance and size of the objects? How an' the images 
put t4^ther What is the sequence, the imcing, the 
method of transition from one scene or image to the next? 
What image do you remember the mrat easily after 
watching the commercial? What are its obvious and sub- 
tle messages? 

2. COLOR: Again Having the sound off, a4just the set so 
tlw picture is black and white. If possible, watch the 
commercial again in color. What is the relationship of 
color to the a{^at of the product? What colors were used? 
Were they hot or cool? How did the lighting (daylight, 
dawn, dusk, night> affect the quality of the colors chosen 
(shade, intensity)? What emotional responses were 
created by the colors? 

3. LANGUAGE, Listen, do not watch the picture. (Con- 
centrate on the spoken word. What figures «>f spwch are 
used (simile, metaphor, hyperfmle)? What are the deno- 
tation and connotation of the words? Are equivocal 
*'weasel words'" used, words which deprive a statement of 
meaning and avoid a firm commitment to truth (e.g., as 
much as, up to, the feel tjf, the look of, many or must)? 
What kind of voice is userf? What is the Umal quality? 
What kind of inflection and pacing are usini? Is the im- 
pressitm one of authority, humor, earnestness, sexiness? 
What is the main aiH>^al of the argument used to sell the 
product: tcn^cal. psychological, emotional? 

4. MUSIC. Again, do not watch the picture. Turn up the 
volume until the sound is dominant. Close yimr eyes, let 
your ears absorb the sound. What role does the music 
play: Is it primary (theme songi or supportive (back- 
gniund music)? What is the mood or emotion of the 
music? How does it affiMrt the overall impact uf the com- 
mercial? What other sounds do you hear: envinmnn-ntat 
soumis, special sound effects? What do they contribute to 
the commereial? 



TV is chewing gum for the eves. 

FRKl) ALLKN 



4. ANATOMY OF A PROGRAM 

If s a Credit to Everyone 



Objectives 

Elementary 

1. To bc»Rin to understand what it takes to create and 
pnxluce a television pn^gram < people, idvan, resources, 
talent, skills, time, etc J. 

2. To appni iate the value and rtfsults of cooperation and 
teamwork. 

3. To beajme aware of the unity that is neci»ssiiry for a 
production team to be* successful. 



4. To beffin to realize the christian aspiHt of team work. 

5. To rectignizc the importana* of the credits fur a program. 

Junior High 

1 . To identify what it takes tu create and pr4Klun' a televi- 
sion program ^jx-ople, ideas, n»si)urce.s, taU'nt, skills, 
time I 

t. To n*Cf^gnize that the talent <if the individuals involved 
is ciNirdinattd by the pnidutvr. 
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3. To apfMrectate th^ valw and lufreswitv of ccx^'erfition ami 
train work. 

4. To understand that unity is neramiry in order for a 
production team to he successful and to realize the 
(^hristtan dimension of teamwork. 

Senior High 

1. To understand what it takes to create and produce a 
television program <pec^!e. ideas, resources, talent, 
skills, time, etc J, 

2. To begin to identify shows for their artistic ami technical 
merit. 

3. To appreciate the value and results of cooperation and 
teamwork, 

4. To rra)gnize TV programming as a business. 

5. To umlerstand the Christian dimension of teamwork 
and its relationship to a productimi team. 



Scriptural References 

Rom. 16 17-19 r Watch out for thc^ who U|%et faith.) 
Luke 1 2:32-34 i Store riches in heaven , ) 
John 1 M 7 i Abide in my l6ve. > 



Background 

Many Are Called But Few Are Ckt^sen 

PBS, NBC, ABC, CBS are the mtyor networks in this 
country, 

Every year they compete with each other to produce 
shows that large numbers of people will like and will want 
to watch. 

The nettrorks start with what pec^le netxi and iienire. 
They analyse their audience very scientifically. 

From many iffeas the networic selects one that holds the 
most prranise of succew, and invites an inctepemtent prod- 
> ction cmipany to develop a cfescrifrtion erf* a vhoyv ami the 
.diow*8 diaracterv. 

If the network executive like the initial work, they will 
{»y the executive producer to have a script written (about 
$^,000 for a ^ minute [m^ram). 

If they like the sari{A» they will order a pilot show to be 
mmle, at a cmI dT $1&0,000 for 22 minutes. The executive 
producer then hires a im^ram prodiKer, the director* writ- 
ers, actors and all the technicians necessary. 

If tl^y like ami a|qm>ve the pilot show, tht netvTiHi 
people then will order 13 e{»soitos to begin to air the series. 

Each netwoiiK ^nds tens erf* millions of dollars evety 
year for new program development. They will consider 
tlH)Usands of ideas, write hundreds of scripts and make 
numerous pilot shows. But out dT 10 ideas good enou|^ to 
become scripts, only four will make it to the pilot stage and 
just one will be seen on network television. 



5. CONFUCT 
Settling Our Differences 



Objectives 

Elementary 

1. To recognize what conflict is and to defme it. 

2. "^u describe the role of conflict in a TV story and give 
examples of the various kimis of cmiflicL 

3. To identify action, inner, and sports/ game-related con- 
flicti*. 

4. To recH^niso* the problems created for young viewers by 
excessive violence in television pn^ramming. 

5. To begin to understand that religious values can help us 
in handling conflict. 

Junior High 

1. To recognize what conflict is and deflt^ iL 

2. To describe the role of conflict in a TV ^ory, 

3. To identify how actitm and inner conflict keep a story 
{ping, and to be able to use qseciflc example of each of 
t)^^ conflicts. 

4. To become more sensitive to the use of exce^i ve violence 
in TVpn^n*amming, aiul to become critical of its use in 
developing a story. 



5. To b^n to discus» the role of fair play, team work and 
respect for otl^rs in games and ^rts. 

6. Toap{»ieciBtehow Jesus uwd conflict in his teaching, to 
look to the scriptures to see his ^rong petition against 
violence. Some go^l examples might be Mt. 5:20-24, 
Mt. 5:38-48, Mk, 10:17-27, Lk. 10:25 37, Lk. 16:19-31 
and John 14:23-29. 



Senior High 

1. To be able to give examples from specific TV shows of 
various kimls of conflict, i.e., inner, action, violence, 
spcrts. 

2. To beoon^awarv^ofthe problems created for some view- 
ers by the exc^sve violetu:e in TV pn^ramming. 

3. To idoiUfy and describe various human enuAkms and 
feelings that hoA caiM and remit from inner conflict 
Son» examples are: fear, anger, greed, hafqpiness, for- 
giveiKss, love, feelings of being successful, ^y. 

4. To dwuiK the value of qxMta ami the areas of potential 
conflict in qxHts. Conflict may rwuH from the to 
win versiis playing fair, or beii^ a "'winrar** or '*!o8er** 
because ymir t^m wins or loses. A discu£»ton the 
recreatiottal values of spcnrts, ^xnlsman^ip ami t^un- 
work may enter into this lesson. 
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Scriptural References 



John 17:21-26 
Rom, 13:8-10 
Luke 6:27*38 
Rom. 12:1-21 
Eph. 4:17-32 
GaL 5:16-26 



(All may beoneJ 
I Love your neighbors.) 
( Love your enemies J 
(Live peaceably with all. I 
(Be renewed in the Spirit J 
(Be led by the Spirit , 



Background 

When Conflict Becomes Violent . . . 

Violence is a negative and destructive way of working 
out human conflict Unfortunately, many TV shows delib- 
erately use violence to attract the attention viewers. 

Even programming intended for children contains a 
great deal of violence, more than we might suspect. Take, 
for e:^mple, the 10 most popular Saturday morning chil- 
dren's pmgrams, and note the number of violent acts per 
hour that each one typically contains: 

1. "Thundarr the Baiharian" ABC-64 

L -^DaflFy Duck" NBS-52 

3. "Bugs Bunny/Roadninner" CBS-51 

4. -^Superfriendfl" ABC-38 

5 Richie Rich/Scooby Doo" ABC-30 

6- Tlasticman and Baby Plas'^ ABC-28 

7. "HeathclifTand Dingbat" ABC-28 

8. "Fonz" ABC-28 

9. Tom and Jerry" CBS-27 

10. - Pbpeye" CBS-26 

The experts say that by the time children reach 14 they 

will have setn the violent destruction of 13,000 human 
beings on TV. 



They also say this has a number of negative effects on 
tl^m: 

1 . The morv violence they see, the more ofi^fressi ve they 
will be toward others in attitude aod action. 

2. Seeing violence on TV leads to becoming fearful of the 
worM. 

3. TV violence makes children less sensitive to the pain 
and suffering of other people. 

Chart prwided by Saiional Ofalition on TV Vit^ence; m- 
urda peruni from i'lSl to 

As Our World Spins 

Since the early days of television one of the most success* 
ful forms of programming has been the soap opera. 
Eleven-ami-a-half million peo|^, men and wtmien from 
every walk rflife, watch the "^aoaps" every day. Many hm 
even arrange their daily ariiedules anmiid their favcHite 
show. What makes them so p^lar? TIm? answer can be 
seen in the never-eirfing series erf problems which v the 
characters confWmt aiKl attemi^ to work through. This is 
the drama crfeveryday life, the ups ami downs of living with 
one's self ami with other pei^e. In this interior landscape 
of our lives we experience other kinds of conflicts that dont ' 
have action necessarily, but which are nevertteless very 
real ai^ important. following are some of the interim- 
conflicts that you will find portrayed in television programs 
and in your life: 

• the struggle to know who I am and to be myself 

a the need to be acc^iled by others despite the feeling 
I'm being exclioled by them 

• the diallenge to tell the truth but also to respect the , 
right of someone who has omfided in me 

• tlw (fecision to take a big risk such as moving to a new 
city in order to find a brtter job 



\ 



6. HEROES AND MODELS 
Follow the Stars 




Objectives 

Elementary 

1. To comprehend that different age groups have different 
heroes. 

2. To appreciate the prerence of Christian spiritual heroes 
and the role of saints in our lives. 

3. To recognize that the heroes and models given on TV 
influence our lives. 

4. To recognize that the heroes on TV are different from the 
Christian models cS the saints. 

Junior High 

1 . To ap|»wiate the fnvsaice dP Christian ^iritual herora 
and tltt role erf* saints in our livra. 

2. To be able to identify current televimon heroes and to 
understand the attraction of eadi €me. 

3. To realize that heroes are important and that people 
model and {^ttem their behavkir im them. 



4. To idaitify stereotypes. 

5. To ki«itify criteria for heroes. 

Senior High 

1 . To aipreciate the presence of Christian j^iritual heroes 
and the role of saints in mir lives. 

2. To idostify current televurion l^rora and to uiuterstand 
^jjh e attTMtiim of each one. 

J^o idaitify the role df the anti-hero. 
4. To identify whteh heroes people^are really trying to 
model and whether or ^ they are good models to have. 



Scriptural References 

Matii^w 3:13-17 (This is my beloved Son.) 
Luke 1 :^56 (Mary praises the Lord. ) 

(If any man serves me, let him follow 
me.) 



John 12:23-26 
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Background 

Who's Your Hero 

HERO: a mythological cr kgemhry figure, irft^nlif divine 
dem:ent, mdpwed with great strength or alnlify; an illuatri- 
tma warrior; a person admired fi^ his f her Mhievements and 
qualities; the principal characfy'r in a literary or dramatic 
work. 

Heroes and heroinra have played an inqxHrtant role in 
pec^le's lives since the b^innuig irf'tin^. We have a natu* 
ral tencteicy to loi^out^B of (miwlves and up to sraie^ 
else. We find ourselves limited ami incomplete and we 



sear^ for otlmiB who are bigger than us, who motivate our 
lives and help us to grow to be bettor praple. Heroes and 
l^roin»i have a positive tnfli^noe. Many times they came 
into conflict with anti-heroes. These are the villians ami 
tl^y have a negative influence. Because pecqi^e like heroes 
8» much, televimon cmtes thsm n^larly ami usra them 
to attrttt its aiMlmnce viewers. Ommcfer the heroes crf'the 
fdlowing rarrent tiqi-rated TV Kries: 



1. "Dynasty'' 6. 

2. nniree's Company** 7. 

3. "Hart to Hart'' 8. 
4 Tif*A*yH" a 
5. "FaU Guy" 10. 



"Dukes oTHazzarcr 
"DilTrent Strokes" 
"A-TVam" 
"Magnum P.L" 
"Hill Street Blues" 



7. RELATIONSHIPS 
Getting Along with Others 



Objectives 

Elementary 

1. To discover some of the main qualiUes and pn^tems o£ 
fiimily relationships as seen on the most pedlar family 
sitcoms. « 

2. To gain an understanding that pnd>lems inSml life 
cannot be wived as quickly and cleanly as thme seen on 
televi«on sIhyws, 

3. To apin^iate the beauty and goodness of all of God*s 
creation, the unique importance of each indivkiual, and 
God's plan (rf'harmony for all living things as m^n in the 
story (^creation in tlW Book oiQsmmis, 

4. To begin to tifentily the types of relationships seen on 
TV. 

5. To identify some <^ the qualitira neoifssary for a good 
relationship. 

Junior High 

L To idmtify the types of reIationshi|» showi: on televi* 
Hion. 

2. To idmtify qualities necessary for the ctevelf^pment of 
good relationahif». 

3. To begin to reali^ that even the act (rf* watching TV 
affects retaiionshiiML 

4. To begin to underatand how PBlaUonships are influenced 
by the models and inmges viewed on TV. 

5. To identify how stereotypes inflt^nce role modelt^ and 
relattmiships 



Senior High 

1. To identify the types of relationships viewed on TV. 

2. To fdi^ntify the qualities necessary for good relation- 
nhtps. 

3. To reoignize h<iw to improve one*8 own relaticmships. 



6. 



To idmtify how even the act of watching TV can inhibit 
developing relationships. 

To re'ate tl^ theory of inter-personal relationships to 
the effect that TV has on individuals, families ami soci- 
ety. 

To understaml that th« medium oiTV cannot model a 
trw image of relation^ips as tl^y exist in real life. 



( Love one an<^ier. ) 
( Reelect all people.) 
(Hudiands, love your wive.sj 



Scriptural References 

1 John 4:13-21 
Jan^ 2:1-17 
Eph. 5:20-23; 6:1-4 

Background 

Everybody Needs Somebody Sometimes 

We are made for relaUimships with others. That s what it 
meaitt to be human. Relationships are both commcm ami 
unique. For example, children have a relation^ip to their 
parents, but emA aw is diflferent aiKl unique. Relationships 
are also botii cfelicate ai^ complex. Like tiny i^edlings, 
they are half hidden firom our view and diflflcult to under 
stand completely. Ei^ erf* us works at establishing and 
nurturing relatifmriufffi as a life-long task. 

Televimm ran help us in this jmicem because it puts us 
into omtKt with other pe^le, everywhere on the face erf* 
the earth. Tliroui^ TV we: 

• learn abmit ami get to km>w otl^r people 

• beconuf more comfortable relaUng to people who are 
dtfTerrat from us 

• i^Mim^ the relationships (rf'f^herpecqyle and how they 
get akmg tc^peth^ ami wc^ mit U^ir pnMems 

However, to have a truly personal relationship there 
need» to be interaction, give ami take. TV is only m^way 
communk»tton« so it do^*t fill this of ours. We have 
to get out to meet oti^rs and relate face-to-face. 



ERLC 
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a PROBLEBfS AND SOLUTIONS 
To Be Continued . . . Maybe 



Objectives 

Elementary 

1. To utiderHtand the operation of the television story and 
the mcessity to residve develi^ied conflict. 

2. To recogntEe the need f«r rather simple solutions to the 
problem within a given perkid of time ami how we som^ 
times carry t^is expectation into our life mtuaticms (fast 
rood, ffE^tting well fiart, etc.). 

3. To appreciate the complexity of conflict with whidi 
Jesus and his disciples lived ami how they hamiled it 
with faith, hw^ ami love (le„ stwry c^coiiu Ckitfs and 
Caesar's: stcny of the cure on tte SaMiath; Prter^s pnrfh 
lem — why admit to tlw crowd that he belongs to Jesus? 

JuniwHigh 

1 . To study the "quick ami easy solution'' techniqi^ of TV 
probl^ solving. 

2. To give specific examples of the '^quick and easy solu- 
tion'' technique in the sti^nta' favorite shows. 

3. To discuss the temtency to tranter this tedmique to 
other life situations sudi as relatitmships with fiunily, 

fHemb and school. 

4. To recognize the iwed TV has for rather simple 8oluti<ms 

within a given time frame and to look beyimd this to see 
the omiplexities of a given pnAlem. 

5. To appreciate the complexity conflict with which 
Jesus ami his disciples lived and how they handled it 
with fiiith, hope, ami love. 

Senior High 

1 . To become aware of pn^lem solving techniqi^ ami to 
discuss their applicatmi to TV tmigranis ami also to 

rtiHient life situatiinui. 

2. To understaml tl» operation the TV story and to see 

the necessity to resolve developed conflicts. 

3. To recognise the complexity of problems; to be critical of 
quick, violent, simplistic, or cheap tricks that can be 
used to solve a problem. 



4. To discus other oi^ims to solve problems, such as the 
power erf" Mgotiations, relatumal skills, ccmnpromise. 

5. To reflect on gtsepeX values that might help us solve 
prdblans and to look up the aiqm^ate scri{rf;ure pas- 



Scriptural References 

2 Cm, 4:6-18 (Imp(»tanoe erf* faith.) 
Rom. 8:31-39 (Nothing can sefmrate us from God's 
loveJ 

1 Peter 4:1246 iSuffering as a Christian.) 



Background 

Elementary, My Dear WcUson 

Televimm has developed certain styles and patterns of 
telling iAori^ Docu-dramas, sitcoms aind action-adventure 
are some d'th^ formulas. 'Oiey all wwk within tight time 
limits to presi»it a im^lem« to cteveliH> the action and 
characters, and finally to remlve tl^ pn^lem and condinle 
tl^ story. In a halMmir televisicm im)gram the smpt 
writer has exactly 22 minuter to iMomfriish all this. 

No matttf what tl^ story is about or how complex tl^ 
subject raii^t be in reality, the writer is forced to wrap it up 
in 22 mimitM. TV at^^icM like to have probfems solved 
when the ahow ends. In enter to meet thtsexpectatiim in the 
limited time given, the writer mint simplify the story* the 
plcA, the ch^mscters, the action luid the solution to the 
|:vi:^lem. 

The r^ pnrf>lem is that the ^ution often comes crfT as 
tt^ly luu^isUc. Unlras we are car^ and thoughtAil 
we vk^wOT mifl^t the superficial TV solutions and 
af^y thm to similar ^tui^Jions in our own lives. In some 
c^r rauntiies ^the wmid, tl^^ is less danger crf*this both 
because ttie people drat exped; such ea^ answers to proh- 
lems and because TV prqprams ckm't have to begin and eiHf 
on the hoar or half-hour. 



9. WHAT DO YOU WATCH? 
Taming the TV Tube 



Objectivec 

1. To become aware >f one's own power over the television 
medium ami the importame of mm*B imiivkiual viewing 
choices, 

2. To develop skills injudgingtlte quality of the pn^rantt 
to wateh. 

3. To aoiuire a taste for n»mcfaallengii« and informative 
ktivlsof pn«ramf. 



4. To leant tl^ value d'one^s time and to learn to exercise 
^ewanUsip in ito use. 

5. To determine o^h&r specific alternatives to televisicm 
vwwitv- 

Scriptural References 

Mk. 10:17*22 (What must I cb?) 

ML ^3040 (Which is the greatMt ccmimatulment?) 

Mt. 25:31-46 (The Son of Man shall come.) 
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Background 

Some Tips for Choosing Good 71" Programs 

1. Is the program important to me, is It one that will help 
me gnow. that I will remember Icmg aOer having seen it? 

2. Will this pn^m teach me something new about the 
worid ami about other people? Is it different (him others 
1 have Been alre^y? 

^ 'i^^ program present a realistic and truthful view 
€M life? 

4. Does it treat men and wcm^lairiy ami equally? Doi» it 
respect people of other races, other cultutvs. other 
physical/mental cMidititHis, o^her cmmtrira? 

5. I>oes the pn^mattemi^ to resolve omnkte and sdve 
problems in peaceful ways, without using vtdence? 

6. Is this program an expeneace I can niuae and discuss 
with others? 

7. Does the program stimulate n» to do worthwhile ac- 
Uvities, such as playing with others, making things, 
studying about a new subject, learning to do something 
chali«^ng? 

8. Is t)» pn^m an ei^yable experience, one that re- 
fitishes me and makes me a haiqiier person? 

Looking into TV's Crystal Ball: 
Five Views of the 1980's 

Television today is the primary source of both informa- 
tion and entertainment for the American public, the pri- 
mary source of news and what is going on in the worid. I 
think television has been able to Ining about better umter- 
standing among the peoples of the world; better communi- 
cation leads to better understanding. And the magic of 
television through its diverse infiHinatifmal and enter- 
tainment prc^ms brings more knowledge to mcne pera'ie 
than ever before in history. 

GENEJANKOW8KI 
Presiiteni 

* Bromfeast Gtoap 

The 19808 will be a decade of transition for television. 
The television set, which for the roost part has been a 
passive device in the American home, will emerge as an 
interactive one. with the consumer having more to say 
about what is on his TV screen and when. 

Satellites, cable TV, pay TV, video games, home com- 
puters, VCRs. videodisai. will alter the viewing habits of 



milUcns of Americans. Through tiKse developments the 
amount of programming available in the home is increas- 
ing and 'vill cmiUnue to <b so thnmgfa the nest decade. 

HERBERT 8CHLOS8ER 
Eserative Vice-President 
RCA Videodiac Prsifect 

The rdiMments in technology, mich as hon» vkteo de- 
vioes, cable television, and pay television— combined with 
the influence of the AkI cninch, inflation, and a population 
with on inoeaoing number of older Americans-«-will mean 
an increase in televisfen viewing in the 1980b. 

As this hai^ns. television will become increasingly im- 
portant as a hmne entertainment ami informatimi ^mer, 
and Uie viewer's ai^i^te fw- im^pronuning and expandbl 
services will grow. Though audtenoes will continue to rely 
on cmnmeraal tefevi^'s twws, qxHts, ami lm»ad-«q^eal 
entertainn^t inogramming, tlwy will want to augmmt 
these services with software that meets their narrow, sgie- 
cific interests as well. 

FRED PIERCE 
IVusldenl 
ABCTelevlskm 

Media is obsoitiii^: mcwre <rftlM individual's leisure time, 
and it will not be used strictly as entertainment but also 
self-iminovement. 

I think it will imivkle individuals with a greater capacity 
for learning in a more comfortable experience, a moiv cco- 
nomk experience, and therefore it will increase develop- 
ment at a miKh more rapid pace, which will affect their 
working ability and their pirtential. 

JAMES FIEDLER 
Executive Vlce-I^vdkl^ 
MCA DiscoVMoa 

cranmerdal television share of household television 
viewing will remain high. The impact of any one of the 
alternative pn^ram smirces will not decrease our audience 
but will inotase the numbers of hcnirs each houselwld 
spends watdiing all teteviwd servi(»s. 

Hiis a a tinw when imr wmW has never been uKire 
con^icated <»■ difficult to ui^rrtond ... and «w intend to 
xanh far ways to make television nwre re^xmsive to the 
public's need for informaticm ami more heij^ul in sorting 
out ti» omiplications their lives. 

FRED SILVERMAN 
NBCTeievkifMi 



TIPS FOR THE ELEMENTARY TEACHER 



1. What Is Television? 

Most elementary students seemjust to acceirt TV in titeir 
lives. They have not yet leaned l»w to make r^ponsible 
decisions about which pn^ms to watdi and the anumnt of 
Ume to spend watchii^ TV. This first lesson, then, is in- 
teraied to have the students take a wrious kiok at the 
impact of TV (berth positive and negative), axti to omsider 
what they watch. The graphics are intended to focus on the 
content of the leascm. 

20 



ERIC 



The story about St, Mary's School is intended as the 
gnHiidwork for a discussicNi with fmrents abmit TV Tiw 
chart -Fmm Out of TVs P^'' cmiid be a springboaitl for a 
di^ssicm tm the impa^ rfTV rni raciety. 

A element of this unit is the % book for studenU to 
keep ( Artivity #4). Many teachers have ru^ that when 
rtittlems record the actual amount of TV they watch, they 
were amaxed at the quantity. 

As in all irf* the tessons, the questions and activities are 
intemied as a Parting point for you and your class. Your 
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own creativity can lead to many other areas of discuMion 
and activities. 

You may decide to have the students keep their TV Iokh 
for comparison at the end of The Mettkt Mimpr unit. They 
could be uwd for: 

1. Ckimparing the shows they watched earher to what 
they are watching now; 

2. Disctission with parents; 

3. A basis for seLnrting quality programming to watch; 

4 . Comparing with the ehow9 they clmme to wateh at the 
end of the course; 

5. Comparing the amount of time spent at t»Uf em! of the 
course to the amount spimt at the beginning. 

2. Varieties of Reality 

Elementary students teirf to believe that what they see is 
reaUeven though they will tell you in a discussion that a \oi 
of TV is fake. They have difliculty dtstingui^ing between 
the theory iTV is not real) ami their percef^tons (TV is 
real). 

By its nature, the programming on TV presents strong ^, 
visual images. So it is very diflRcult for elenwntary students 
to perrcive thew images and also itetermine whether or not 
such images are truth or a diatorticm of truth. 

This lesson is intended to have students begin to analyze 
TV prt«ramming. On one lewl they may be able to carry on 
a class discussion about fantasy, fiction ai^ fact. But it is 
important that, through the icfentification of characters 
and comparisons to real life situati<ms, they develop this 
ability more piecisely. They need to analyae reality as 
viewed through the media. Discerning vwwers need to be 
able to identify the various elements <rf fm^ms and to 
distinguish fact, flcti<m and fantasy as a d»w takes place. 
Question #5 is crucial to this lesson. Other questions are 
intemjed to provide some content to help students make 
accurate decisions about reality. 

3. Commercials 

"How do you spell reliefT Try this as your opening for 
your lesson commercials. Don*t be surprised if the class 
spells "R-o-l-a i-d-s.** Many classes cfo. 

This unit will be one that the cIms gets very excited 
about, it seems that even memorm ctf the comimrcials get 
an enthusiastic re^Mmse. 

The teaching task of this lesson is to help stMents to 
understaml that they are frw to decide their own wanU. 
Advertising is meant to tnflt^nce t}mc iweds airf wants. 
As Chrirtians, we value finee will. Elementary sU»tenta are 
just reaching a point where tiwy can begin to appreciate the 
influence of TV i^vertistng in their lives. 

Since the value of nuw^ is n«* mlwrnys ux^rrtood by 
students* it may telp to con^iare the amount ^«it on 
advertising wtUi mole ismcrete example, i.e,, how many 
houses it would buy in their nei^bc^lMiod^ or with the 
anmunt collected erch week in the |»ri^. 

Kidvid Exploitation 

Son^ children's shows are little mo^ than thinly dis- 
guised oimnwrciab. The comirorcial forces behiml diil- 
dren's programmii^ are so rtnmg that even <^ti^ best 
shows this seasmi. The Charlie Bnmn airf I^K^ SBhiw, 
is flnit and foremost a marketing gimmidc U» advertisers. 



The following is froni a trade publicatiim urging adver 
tisers to the "Chariie Brown" characters in selling their 
products: 

Backed by more than $20 million in consumer adver- 
tising, (the show) is the most highly charged merchan- 
dising impact ever made with a character property! 
Every Saturday morning, millions and millions iiffann 
(read children) will eiyoy the comic strip antics of the 
Peanuts cast. It s yet am^r part irf'IVanut s f mparal* 
leled worldwide media mix — a presold audii^nce base 
that adds up to billions of (advertising! impressions 
annually! 

In respMse to this fdienomenon« IVggy Charren, Presi- 
dent Actiim fcHT Chtldren*s Television, says: "Someone 
has to let bro^arters know that they can't get away with 
turning chiWren's televisicm into Tlie Big Sell/' She points 
to eight iwwams that are based on toys and other prod- 
ucts: 

ABC "Monchichis^ 
-^Pac-Man" 

"Rubik, the Amazing Cube" 
NBC The Shirt Tales" 

nie Smurfs'' 
{"BS "The Biskitts" 

"Dungeons and Ih'agims*' 
^'Saturday Supercade" 
Continues Carren: "The fmAlem of pnigram-length com- 
mereials exists only on children's television, So»p opera 
plots do mrt revolve around the virtues of Tide vs. All. 
Comnwreial broadcasters and advertisers are working to- 
. g^her to deprive children of their rights to TV entertain- 
ment and education,** 

Sourre: ''Entertainment" by Nick Coleman 
Minneaptrlifi THbunv, Nov. 27, 1983 



4* Anatomy of a Program 

Most etemenury students readily recognize the sUrs of 
certain pn^rams, but have not considered the necessity irf 
the oth«r people involved in the production. The text rf this 
lesson is meant to begin this awar^i^. This lesson is 
divided into three sections of information: liie text« the 
description of the play, and the Word Find, The discussion 
and activities that take frfwe within jwir cUww will develc^ 
importance of this information. You will note that tlm 
three activities listed develop each of these areas. Any 
encyclopedia gives a good de^ription of the various jc^ 
relating to TV im)diKrUon. 

In selected regions of the country the CBS Reading En- 
richment imigram fm>vide« Krifrts for special programs 
ocMskmalty during the year. Your ^udente may have par- 
ticipated in this iHtigrmn, there may be a cturent pro- 
gram being made availaUe. These scrifrfa prov^ inrtruc- 
tions for the camera asd staging. This material couW be 
referred to awl/or inoorpcrated into this lesson. 

St me mofli cia»es have p^fonned i^ys, mov i ng to a TV 
prodttctioii is a simple stjep. Students ran ftieely create ai^ 
predtm the jai^ram lv«WwaUi«on the rtdes given. This 
is meant to su^st a framework, or to indicate the type of 
play that feurth-gr»fors mif^t create. It is not n^ant as a 
foil pniditttiim. TWs select«m C5cmld also be 1^ 
ence for discussion, if ymi prefer. 
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We reccmnwikl that the Word Find be used and followed 
by a discus^ irf'all the ^rpes (Proles that make 
possible. This is iwt meant only as a gaiw, imt as evince 
of the type of teamwork powible to imiduce a quality pro- 
gram. 

5. Conflict 

This is an extension unit. In the origina! pili^ pngect this 
lesson was treated as two se|mrate lei«ms, ''Omflict in 
Action" and "Interior ConflUrt,"* The abrtract perspectives 
of interior conflict were difficult fw elementary rtucfents to 
comprel»id. Tliese elements are now oomtrii^ into one 
lemmm, since it is more graphic to compare tlnm at cme tims. 

As your class discuaaes the conflict in each of the 
senarios, you may want to lAresB that the acti(m is type 
of conflict, iHit the inner omflict is also real and needs to be 
identifled. 

The questions and activities are meant to help stiMtents 
to reflect upon the daily situations real to them; tl^ can 
then transfer this ability to recogn^ OHiflict in Ktim and 
in inner feeling to programs watdM. 

6. Heroes and Models 

Most elementary students have heroes who are given to 
tl^m by the media. These heroes range from ^rts figures 
to TV personalities. Occasionally students naxae a iurro as 
mttHi person wlKim they know in their daily life. This lesson 
is meant to help studenta identify yufhctm they lodt to as a 
hero ami why. Hopefully, th^r can begin to dtevelcf^ criteria 
for having a hero. This iesscm can help them b^n to selec- 
tively consider the qualiti^ of a real l^^ro. How db TV. 
heroes cmnpare to real life pet^le? How could a TV hero 
compare to Jesus? 

A 22 minute situation comedy, or even a 44 minute pro- 
gram of quick action such as '^Magnum, P.I.^ cannot show 
the qualities that make real life heroes. As the class discus- 
their heroes, the heroism their parents and of the 
church's saints, have them consider the elements of daily 
life that make real pe<^e hero^. For example, what did St. 
Francis do in his life? Discuss why he is pictured in the 
lesson. Could a movie show the reality rfhis daily life that 
truly makes him a model? 

Since the quick action and violence seen cm TV has such a 
powerful effect on children, it may be impmtant to extend 
the discussion in your class to noting mme erf' the herom 
known in your local area. Are then any volunteer parents, 
handicapped individuals, kiml and generous people who 
witness the gospel message? Tt^y can be identifled by the 
students as heroc»s because of the way tl^y live their daily 
liveH, Stimetimes these heroes are shown on local TV. If you 
make a class bulletin board as listed for activity #3, it 
wf lu id lie go«id to include these people. 



VVutchin^ TV appt^arH passive, but there is a variety of 
formn of activity: choice of prv^n^m, expectations for iU 
dt*ciH}on to Kive it our time, and emotional involvement 

WILLIAM KUHNS 



7. Relationships 

Time imge» are intended to begin an initial umlerstand- 
ing q{ TV ami its effects on relationships. Both interper- 
sonal f^lati(H^i|» ami inUa*pHwnal relationships ar^ 
inflMMed by TV. As students begin to identify eHsi*ntial 
qualities df gtiod relation^ips, they shcaiM be able to 
critiqw the relationshif^ viewed on TV in a more realistic 
manner Tlie moctels and stereotypes pre^nted im TV are 
ccmsidaied real by some diiklren. The upper levels o( The 
Medm Mirmr iNn^ect deal with this Gom;e{rt in a more ad* 
vanced manner. However, elementary sttnfents n^ to 
b^n reo^nixing elen^ta df relationships and the man- 
iwr in wiwh TV presents these relationships. TN 22 or 44 
minutes d a pn^ram wmot i^tequately nfir^nt real life, 
but it ran l^Ip ua see the omiplexity erf" relaUon^tps, The 
final ac^ ivity (#6) is int^ided to Oww the lewis and defi«hs 
of relatiimidii|M. It may be most useful to do this activity as 
a class or in teams. 



8. Problems and Solutions 

Tl» dilemma portraying real life in 22 minutes or 44 
minutes, as evidenced in the previous lesson on relatioii- 
ships, is heightemd in the ar^ 0f problems and solutions. 
While tl^ firrt |wge of this lesson discussm the concept of 
Kilving pn^lems in different ways, it is vet7 important in 
this Iesscm that the questions be considered with the class. 
Hai^y endings, open-ended shows, ""to be continued'* 
shows, and quick or easy solutions are key elements for this 
lesson. 

Elementary students would often like neal prubl«?nui to be 
solved as quickly as on TV. TV secomi activity is designed 
to have th?m think about real solutions to problemn and 
also to gain an insight into the time element involvH. 



9. What Do You Watch? 

Hie real surcei^ of this total Media Mirmr project hingeH 
on how it influemres stucknts to make responsible clu>ices 
in regard to TV. Tliis ability does tuA happen instantly 
(remember, there are not quick solutiims to pn^lems in 
real life) and dof« not come with one unit on TV. However, 
the reflections, discussions and activities that students 
have participated in during the last eight iessims have 
created momentum to help them make some respcmsibie 
choices. 

The insert asking for alternative activities to watching 
TV is crucial to this lesson. This could perhaps be a game 
with teams aiming up with 25 or 30 or mon* creative sug* 
gestions. Now that the class reflected on TV, it is imp«>rtant 
to continue umferstandii^ its impact upcm the life of each 
student They now have a diarce to identify iuiw they can 
allow TV a valid place within their lives. Helping stucbnts 
select shows that they think are most interesting and the 
best use of tl^ir timfe is a practical way to end this unit 
(activity #21. Many teadters also keep an ongoing bulletin 
board liKting information about worthwhile progi^ms. 
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CATECHETICAL TEXT CORRELATIONS: 

ELEMENTARY 



Th*» foilowmM i5* a liHt <>f chaitrt«^r» fmm ctrniimm cati-chettcal 
{v%U that may tiv in with oru* of iht? nwdim Ifi^ins. It can m^iM the 
(i.«acht*r m inti*gniting a giv^n unit into an f x!»ting rteiigiun danH. 
Many diffi'rvnt appfxfache« can he* taki>n. Many ol\wr WxU lAvi- 
«fUMly cuuld bt« UHed. In wmi* ca*w. mrnpluiv Htnriw can bf thf \H*1^X 

1. WHATIHTEUEVISION? 

BenzigtH* —/n Chn*tt JeMUfi SiTifi* 

24 Reaching iHit. 
Bmwn— finiis Living Senen 
SadlkT— T/ir t^m/ Pixigram 
SiivtT BuitkHt — r;nwi>ig i« Foi/A Serifn 
l^wm TIM - Talks of UHtng the vanou?* thing?* of creation 
to grow. 
WiOHtiin — Kastt'r Pei^e Series 
Lc*?tHon I - Our 5*turieH and rituafn tell uh uK«»ut oursfUvt*. 

% VARIETIES OF REAUTY 

Benxiger 

Let<t«m 9 Jwun taught the way. 
Rniwn 

l^'Hson 1-1 know when* I have betrn 
2-1 heUmg Uf the Church. 

3 I kww where I am gi>ing. Given a nenw of fact>*. 
identity, who the i$tui^nt i»» age. 

Siidlier 

U'HNiin |H--We try again and again. TaIkH about tmr giftn 
and tHtr reHponntbtltty for what happens. 
17 _ We choose to bve. Talk* of right and wrong in 
our live«. 

IH - - We Khow we are norry Story about forgivenesw. 
Silver Burdett 

Unit ;i. 4 Our love for pe<q>le in mfed and irur love for the 
World, 

lA^^m I - "thjf Htonet* and rituab tell uh about ourwelveH 
2 - Our family Htonen help u« gn>w. 
A We celebrate our titorieH. 

C (IMMERC lALH 

Bi'natiger 
Un^mm 16— The Beatitudes. 
tJIi " SignM of caring. 

Brown 
U'jwm 12 - I meet JeKUn. 

25--JeMUM HpeakH about love. 
Silver Burdett 
U*HHon 9— (k)d calls u« to share unnelfishly . 
22 — Tiod calU us to enjoy life. 
2:J— Gtid calls us to use things with care. 

Winston 

Lewwm 15— .Jesus surprises the pei^e. 
I7_ Ji>f9Us asks people to change. 

4. ANATOMY OP A PROGRAM 

( ! Corinthinas 12 wouki be a helpful scripture paiHiage to tie in 
with this lesson J 

5. CXJNPUtT 

Benzfger (poasible related cha|^rs in son^ common religious 
education testa) 
Leswm 13>-Ruleii. 

} 4 _ Ten CommatKlments. 

1 5 - KeefN ng the c«Hnm«iidment« 

I6--Beatitudefi. 

tH--Forgiveneiw. 

22 - Signs of beWmging 

23--Kgiis (d caring. 



Brown 

U*sson I — The future is mimv 

H — I can shape the future 
7 —Jesus* law gutifcs me 

H— Jesus speaks about love talks atmul hi> twn- 
mandment of love 

I f} — Jesus speakn about loVe by usmg piirablei* <il the 

kingdom 
16— (Christians live love. 
24 Jesus gives his ptHice 
25— Jesus fi«T(ives me 

SadiK'r 

U*sson 1 — We are a living ciimmuntty 
2 — We love one amrther 
5 ~ We live Jesus* way v( happine?^^ 

16— We try again and agair 

1 7 — We choose to love. 
IH- We show we are s«irry. 
19— We forgive ime ainKher 

20 — We rebuild «mr aimmunity of love 
Silver Burdett 

Unit 2 — (hir love for others, 

;i -~(hir love for people in need. 

4 —Our love for the world. 
l.<eHscm 1 1 - Cnid calls us to treat otht-rs lajrl v 

13 - God calls us Ui tell the truth 

14 — U«id calls us to respect our liVi»N 

Winston 
U nit 3 — Examples of confl ict 

4 — Parables «»f Jesus <oimnict slMrit«H». 
lA*ssim 22— We celebraU* (nKid Friday 

^ HEROES AND MOIlElii 

B4*n»f^*r 
I>esstm 7 — Hemes. 
8- Jesus. 

I I — Mary our Mother. 
1 2 — Following Jesus 

Brown 

i^^m 12-- 1 meet Jesus. 

14— 1 follow Jmis. 

15— Jeaus i^eaks about love. 

16— -rhristians live love. 

Sadiier 

Le9*mm I — We are a loving community 
2- We kive one another. 
All Saints— we rejoice with the SaintH 
Silver Bunkftt 
liessim S—God calls us to face hard things 
0_(}od calls us to share unselfishly 
l(3--God calls us to respect others, 
1 1 —God calls us to treat othent fairly 

Winstmi 

lA^son to— The Hel»tfW« struggle in the desert Moses as an 
example of a hero. 

12— The KetHvws enter tl» fmimisc^l land. Story of 
Davkl. 

13— David estaMi^tes the kingdom Confl ict story of 
Saul aid Itevid. 

^^^We ce)d[»^ Palm Sumlay 

21 We cefete^ Good Friday 

We ce^N^te the Resurrection. 

7. RELATIONSHIPS 

Benxif^ 
Lesaon 10— Family life. 
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Brown 

LesMi 17— We rec^iv^ &oai God. 

18— Jeftus givw the Eudiarist. 

Sadlier 

Lcmn 8— WelmeasOocrachiMren. 
7— We love aa Je«» loves. 
U — We love and reflect our paietiU. 
Silver Bunfett 
hernxm 5— God calUustobegnileAil. 

10— God €«lls us to raved othm. 

Wii»ton 

Letmon i —Our stork»s and litiuib tel! m abimt wrselves. 

2— Our family stork» help us grow. 

3— We ceMirate our atmes, 

PROBLEMS AND SOLUTIONS <Bible atones) 
Matthew 22:15-22 
Luke 2:41*&2 

Luke 5:17-26 ison^ exam|^ irf'imtifetn tUtrU^) 



tl WHAT DO YOU WATCH? 

(kmm M stewanMiiiK use crf^time, talent, and tieasuief 
Ecrif^iastes 3:1-8 



Uiuferstamiiiig televistcm requirra that we underatand 
ourselves. OmtmUuigT'^ demaiNia that we search out our 
vBlvm and Meds. Our haml m tim dial* our fit^r m the 
on-dT switch, wir ugnature on letters wiU mean mrthing 
uiUess we are certain crf'cmr own attitiKteeaiulbeli^ Once 
we hai^determimd them and maite tt»m wr pcMeaatooa* 
we ow make televisicm into an am^ idiidi will bolatw our 
point of view, educate our childrai, aiul enridi our lives. 

JAMES BRIEG 



CATECHETICAL TEXT CORRELATIONS: JUNIOR 

HIGH 



The following list will help you cvNrrelate son» of the units in the 
Junkir High edition The Media Mirror curnculum with simie of 
the moRt commonly used religious edUcatUm series, Vius emphasis 
in most series for this grade level is Jesus, 

L WHAT IS TELEVISION? 

Our l^dsy Vsiator— Aa</ Thene Thy Gifts 
Ch. 1 Exploring the Past: Warship and ^nrh ideas. 

Benjciger---/n Chri^ Jesus 
Ch. I Being Togetl^^r belotHpng to a community /society 

Silver Burdett --Jesus, Lord and Samm- 
Ch. 2 The Worid JcAUs Came Into 

2. VARIETI^ OF REALITY 

Our Sunday Visitor^ Anu^ These Thy Gifts 

Ch. 2 Was llMpre Really a Jesus? 
Silver Bunbtt — Jesus. Lord md Savior 

Ch. a The Person of Jesus 

3« COMMERCIALS 

Our Sunday VmU^r^Aftd Thei^ Thy Gifts 

Ch. 10 PsraUesofJemis 
W C. hrown — Focus on Faith in Jesus 

Ch. 3 Focus on the M^sage<^ Jesus 
Bengiaer— /« Chrisi Jesus 

Ch 9 Followers of Jesus Christ: Beatiti^Ws 
Sliver Burdett»</es«is, Lord and Savior 

Ch. 6 Jesus* Kingdom Is NiHd* This World 
Our Sunday Visitor—/ CaU You FriendsiLetvl I 

Ch. 1 Called to be Human 
Sadlier — Rejoice in the Lord 

Ch. 2 Jesus as ^m^Uer: the parables 

C*h. 3 A nrwtical Lifestyle: the way of Loid 

l*h. 12 At Home in Creation: relatit^ to the universe. 

4. ANATOMY OF A PROGRAM 

Our f^nday Visitor -*Ain/ Thei» Thy Gifts 
Ch. 16 When Two «■ Three Are Gathered: Chuirh 

W. C. Brown ^foriis Failh in Jesus 
Ch. 8 Jesus Estabimhes a Church 

Benxtger In Christ Jesus 
Ch 3 Building the Kingdom: serving inhere, common 
goairt, working together. 



Silver Bunbtt « Jesus, Lord and Smnor 
Ch. 12 TheChwrhcrf'Jesus: continuing Jems* teachingsand 
misskm. 

& CONFUCT 

(Xir %mday VisBt<n--- And These Thy Gifts 
Ch. 6 Jmis and the Law 

Ch. 19 Resistance and Region: Jesus* agony, arrest, de- 
nial. 

Ch. 22 The M^ah: Glorined For Us: growth, pain and 
vtctm^ Ah* self 
W.C. Brown^FocMs on Faiih in Jesus 

Ch. 7 Jems Teadmi Us How to Uve a M<h^1 Life 
Benxiger— ^/n Chrit^ Jesus 

Ch. 10 Be Not Aftvtd: inner oouni|^ ami Htmigth 

Ch. 15 Wh^ev«-YouDoF<tf-11ieae 

Ch. 16 TheGiflarReq)ert 
ihMT Sunday VimU^^i Call You FriendsfLet^ I 

Ch. 6 Reality of Sin and Evil 

Ch. 7 PerMmal^n 

Ch. 8 Cmiscience and Maturity 

O). 9 The Witiwss irf'Conaciemv 

Ch. 10 The Gospel: Invitatim to Conversion 

Ch. 11 Chri^ian FcHigiv^iess 

Ch. 12 SM*amentc^Recomnitation 
S^irer--/I^^ofnr in theLtml 

Ch. 4 Decision Time: free Ui follow 

Ch. 21 Be Forgiven: reoonciliatson 
Silver BunteU Jesus, Lord and Savior 

Ch. 8 Jesus Suffers and Dies to Redeem Ch 

& HERC»8 AND MODELS 

Our Sbmiay Visilw^ And These Thy Gifts 

Ch. % Acts of the Apostles 

Ch. 27 A Man for All SMscms: St, Paul 

Ch. 24 Cxmmtc Chrit^ 
W.C. Brawn-^F^M-Hs tm Faith in Jenus 

Ch. 2 Focus on Faith in Jesus 
Benager— /n Christ Jesus 

Ch. 1 1 Caring Piec^Ie: Prter 
Sadler— Re^Hce in the Lord 

Ch. I Jemis Invites: his f\m foiioHt-n* 
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Stivrr BurdeU —Jenua, Lord and Savior 
Ch. 9 JeMiB b the Risen Lord: A{k»I^ 
Ch 12 Th«* Church of Jem- ftpa8lle»lndi manyr«. 

Our Smday Viwior — / Cotf yon FriendbiLevei I 
Ch. 16 Jwus-^Redwirorof Hbfti^ 
Ch. 17 Jtftiuft-- A Real Pemm 
Ch, 16 Ret^xmdsng to Jemis: Francis AmiM 
Ch. 19 Responding to Jemia; Elicabelh Seton 
Ch 20 Christian Wilncfls: Mother Tmvm 



RELATIONSHIPS 

Bi>nfiger--/f9 Chnai Jenus 
Ch 13 Great Expectatiims.rukw and expectations ufgrouiw^. 
Ch 21 Lave in Action; re^maitnlity 

Our Sunday Visitor—/ Call You FhendktLet^l I 
Ch 5 HimeiAy A Christian Raqmnse 
Ch 21 The Eucharist: A Celebration (rf' Life 
Ch 22 The Euchari^; Ceh^ttcNn oT Community 

Saditt>r — RejiHce in the Lard 
Ch 1 1 Ti^tether in FrietHibhip: relating to c^ers, 

PilOBIJ:MS AND SOLUTIONS 

Our Jkinday Visitor-^ A»rf TW Thy Oi/ls 
Ch. 28 The JewishOntile Cri«s 



W, C, Brown— FocM m Faith in Je^M 

Ch, 9 ifosMSolvi» the Mystery Death 
BrasigR'^la CAml Jeaaa 

Ch. 19 Making the Best Choices 
Silver feaitett— J^iis, Lord and Savior 

Ch, 10 Emmanuel— Jewis Is God With Us 
(^r Sonday VisiUNr— I Call Ym FrifndMlUt^el I 

Ch, 2 Called to be Responsible 

Ch. 3 RespcmslNUty and Decision-Mailing 

Ch. 4 Tl^IXffUruUyitf Deciding 
Sfldlier^ Rejom in the Lord 

Ch, 4 DecisicHi Time: free to follow. 



WHAT DO YOU WATCH? 

W.C. Brown— foctts on Faith in JesuB 
Ch. 10 Focus m Ywi: omUng self, deciding on kirn! of life to 
live. 

Bemdgpr— /a Chri^ Jreas 

Ch, 24 A Ccming of Hi^ie: |danning «w « futun- with hope. 
SadliOT^A^/oicF in the Lord 

Ch, 10 Growing as Perwm: relating to oneself 

Ch 23 Be Called: Christian vocatiiHi. 



CATECHETICAL TEXT CORRELATIONS: 

SENIOR HIGH 

Thi? following IS a list of textbook chafers that may be helpftil in dealing with the media units. 



t WH AT IS TELEVIHIUN? 

Y*tnr ^mfh and Voi* 
Jrsuft and You 
The Jehus H'f*fk 

JenuM ($€fd s Si9n u Uh lU 
JenuB. iiod fi Son u ith (As 

2. VARIETIES OF REAUTY 

Jenufi and Y<tk 

{'hn%tmn I^oraltty and You 

l^nder%tanding ihe Bitie 

I'mierstanding Ckriahan Afom/ilv 
Seu Testaments ("hriMtian Scriptures 
Seu Testament Chhaiian Scriptures 

3. COMMERCIALS 

Yfmr Faith and You 
Je»U9i and You 
i 'haUenge 

Understanding CHrintian Morality 
Faith Becoming True and Free 
Faith. Becoming True and Free 

4. ANATOMY OF A PROGRAM 

Christian Morakty and You 
ChfiMtian Morality and You 
The Je$UM Booh 
Chai^nge 

(M TeMtament Hebrew Scripture 
ifki TeMtament: Hebrew Scripture 



Chap, 2 Jesus lAve Maria PressI 

Chap. 4 The Message erf Jesus (Ave Maris Press^ 

Chap. 4 Jesus' Exp^ience of Ltfe (William C. Brown Co, I 

Chap. 3 The Bibie (WilUam C Brown Co l 

Chap. 1 The Search for Jesua (WISSiam H, Sadtier Cal 

Chap. 12 Y^tarday. Toi^ and Tomrmw (WiUiam H. Sadlier Cci,i 



Chap. 1 1 Gettif^ to Know Jesus (Ave Maria PressI 
Chap, 4 The Ethical Teachings ol Jesus (Ave Maris Press) 
Chqp. 5 Hie New Testament: Ood'a Rev^tkNi in CMst I Willkim C. 
Brown Co.) 

Chap. 1 What Is Morality? (Wi^m C. Brown Co.) 
Chap, ID Lukr. Joyful Go^l (WOUsm H. SadS^ Ca) 
Chap^ 4 Pftul the Trouble Shooter (Wiffiam H. SMffier Co.) 

Chap. 6 Christian Mmality: Uvinga Chrteian Life (Ave Maria Press) 
Chep, 7 Our Simre in the I^schal Myat^ (Ave Maria Press) 
C hap, 4 Hie God ^ Ovtethm F^ (W Warn C Brow n Co. ) 
Chap. 5 The 'Jews Primri(de" in Morality (Wffikm C. Brown Ca) 
Chap. 3 Doubting and TruaUog (WfiKam R Sadlm- Ca) 
Chap. 9 Belo^Eb« Tc^eUm- (Wl^im H* SodHnr Ca) 

Cluq». 3 R^tfam^ and R^[iom^&ty (Ave Mark Pre^) 

Ch^p. 11 Sources of MorsKty (Ave Maria Pre^ 

Chap. 5 The Ftef^'s Experieice of Jesus (WilHam C. Brown Ca) 

Clmi.8 Whai£N>Chr^naKnowabciyiJmi8{WiI&mC. BrownCa) 

Chap. 7 God's Voice (WHSam H. SadBar Ca) 

Chap. 10 The Promised One (Wffliam H. Sadlier Ca) 
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BwCONFUCT 

Ckm/lian Momtity ami Km 

Christian MomUty and You 

Undensku^Ung ChHstmn MomUty 
Understanding ChiUtian Momkty 
Afumi Growth: A Christmn Penpevtive 
Moml Orc^wth: A Christian P^pvrtive 

The Surmm^nfs and You 

The Sacmments ami You 



Understanding Christmn Momlity 
Understanding Christian Uturgy 

Pfuyer and Warship: Pmise the Lord with Giadness 
Prayer and Wmhip: Praise the Lard with Ghdness 



& HEROES AND MODELS 

Jesasand You 

Jesus and You 

Chaiknge 



Understanding Christian Worship 
Jesus: God*s Sion with Us. 
Churrk' (hir Faith Story 

7. RELATIONSHIPS 

Your Future arui You 

Your Pu ture and You 

Understanding Chnntian Momlity 
Understanding (*hristian Worship 

Moral Growth: A Christian Persptrttve 
Lifestyles: Shaping One's Future . 

a PROBLEMS AND SOLUTIONS 

Jesus and You 

Christkin Morality and Ytm 

Challenge 

The Jesus Hook 

Faith: Heaming Tru^ and Frpe 
Faith: Becoming True ami f 

9. WHAT DO YOU WATCH? 

Your Fatfh untl You 

( knstwn Morality and Yau 
Ai'hiering Stnial Jusdrv 
Achtrt ing Swial Justivt' 
Sntriai Issues: Just WoHii 
SiK-tal Issues: Just Vi uHtl 



Chap. 7 What s 1«s Thing Calkd Sin (Ave Maria Ptwsi 
Cha|i. 5 Ccmsc^nce (Ave Maria Preaa) 
C»^ 1 What Is MoraUty? (WiUmm C. Brown CoJ 
Chap, a The "Jesus Prirc^ * in Morality (WiUiam C. Brown Cul 
Chap. 5 Ccmademe: Friend to Culttvale (Wiffiam H. Hwllier Co.» 
Chap. 10 Integrity: BitiUing Meaning (WUUam II. Sadiier Vm 
Chap, I SKramenta-B^nning with Jemis (Ave Maria Ihvss} 
Cim^ 6 FiM^veness-^the Swrrament irf Keconciltatkm (Ave Mari^ 
Pr^ 

Chap, 3 Tlie ReaUty erf EvU (WiUiam C. Bmwn Co.| 

Chap. 6 The SpemI Rehtionship with God and the ' Healing Kmrra- 

n^ts** (Wilham C. Brown Co.) 
Chap. 2 The Prayer irf Jesus (Wil&m H. Sadiier Ca> 
Chap. 9 HeaUngs (William H. Sadiier Ca) 

Chap. 3 A P«»tralt erf the Human Jesus (Ave Maria Press) 
Chap. 9 Cluist Lives in His Saints (Ave Maria Piess) 
Chap. 12 The ^rit of Jesus Transft^ng the Wc^M (WiUiam C. 
Brown Ca| 

Chap. 1 KeefMng in Towh with Citxl (WiUiam C. Hnmn r<i,l 
Chap. 7 Jesus and the S^rit (WUUam H. Sadl^ Co.) 
Chap. 6 Sharing Our Stwy (WiUiam H. SedUer Vm 

Chap. 1 We Have Been Friemis Together (Ave Maria Press) 
Chap, 5 Some Practkrai Com»rns of Married Crcniples (Ave Maria 
Press) 

Chap. 5 The ''Jesus Principle ' in Morality (William C. Brown i'o.i 
Chap. 7 lixpmencing a Special Relationship with (S<id: Mairinionv 

and Orders (WUUam C. Brown Co.) 
Chap. 6 Friends; C5ifl, Task and Risk (WUlwni H. SadUer) 
Chap, 9 Marriage: Sharing Uive and Life (William H. Sadiier Co.) 



Chap, 1 1 Uetting to Km>w Jesus {Ave Maria Pre n>) 
Clwp. 6 i-aw aiKl Freedom (Ave Maria Prvnis) 
Chap. 4 The (lod of ChriMian Failh (WiUiam C. Hnmii C<».) 
Kpik»Kue Jesuit and Twentieth Cenlurv ChrisiianN (Williiim C 
Brown Coj 

Chap. 1 Believing I?* Seeing (Willtam II Sadlif-r Coj 
Chap H Hope and Suffering ^Wtliiam H. SadiuT Cn.i 



Chap. 1! Calh«>lic l(it*mtly ami C^onlc-mpciran CallN>(K CNimvrm 

lAve Maria IVessi 
Chap, 9 K^pecl for Life (Ave Maria Vress) 
Chap. 1 The Vtsi<m of Jf^u» iWiUiam C. Brnwn Co.) 
Chap. 2 Tiw Beginning** nf Sm ial .JuMue <\ViIlwni C Hnmii ( iij 
Chup. 4 Jesus ami Clod's JustK-e ^William H Sadlifr ( n i 
Chap 10 Making a IHfferenre iWiltiani IT SadlitM l*oj 
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Resource Manual 



Print Materials 

UodkM for Teachen» 

C*hf>m*>. ArtHiM H. ntHt INHler. H«>M*riiiir> VuU^t: l^oiu 
/V/i iiMo« in fki* HIvmvnIarx i 'hssnmm. Kducnlwm S*T\ut». 
Im.. IMI. Hmk 219. SltfVftif^vilk-. Ml 49U7 VwiwaX 
('•itii*t'iMMi It! ir»N U'fii'hin^ iH'tivifH*^ uiiiking TV as it 
nKiti\iitf»r ami •^ufi|w»ru»r nf ('tii>Hr<Nmi inMruciMm, All vur- 
rnulunt ttlv^l^ ifi^vrwl. 

C*ni?.liv. MkhatlOFM C ap. i hihirrn tgmi Ads Juf*lKvanii IHntv 
i Vntvr. N. I hird Si.. Milwaukw. Wl 53*212. IH77 

i««H««Minh in Mp educ'al«»n< fivvfli^p in iKenwives and in tht*ir 
^llltk•nl^ iitt«-sktiiM n<pirding iKtf adwrtminis ffnvintnnifnr 

Kinmims, VanA A. Alhum uf Teieiisufn. Franktin Wall^i. 
Imv. 7:«> Fifth A\enw, Ntfw Vurk. NY mm. I»W An in- 
Uft't^tinK oviH'VM'H of ti*leviKH»n and ilH influt-ni^- in «iur daily 
U\vs tnmi ihv tir^il bn«draHl» <»f tht* lliWO s lu ihf |mi*4«nl 
day. 

Kant-. Kii. I'd. Cniu'ui lUerisnm Viewing: A l^ngua^ Skiiis 
Work a TvAi (ikibf Bfx* fiim|wny. 50 We>*l 23rd St. Nen 
V<»fk, NY 1«)I0. IWlh Conlains activilif»«. charlh. i^nwh. 
Un^s. illustratkin*^ ami k*KS(m plans tu intnidure and nnnhHrf 
}msw skills and i*<inivpUi. 

I^i^an. lifnand Mik<v. Kathryn Television AH^rrneHs Trutn* 
tnii: A Vwwrr^s Ouide ftfr Family and i'immumi\. AbinKdon 
Vtv^s. m Kighih Av*-nw? Sciulh, Na^hviUe. TN 37202. 197^ 
C'olkctKm of artiik^K K<»mew<»rk sdmts and exercisw ck'^ 
sil^ned l« d«*al with major areas «pf tekn iskm: vic»tnct». sltWH 
lypi-s. sifJiuaifty. chiWren. mimiritkw. elc. 

Mi*dia Action KeM-anh Center, Inc., iinminH uith Television, 
{'<N»piTauve l»ublkrali«»nsi AHmiciatton. Htm 179, St. l^nii?*. 
WO MIW. IWII. A comprvhenRn-e nirricukim f<ir Htudying 
bihikut values and ihe teWviskm experfence. Twdv-e !4e^*^^um^ 
Uk'uh on Umr units: wmW vk^s» life-»lyle». reiatinn»hipsand 
t omvpt of self Different materials Uw five age Wveb: younK 
fk*nientafy to adults. A "Rtarter kit ' contains j*amples of all 
reMHin^ i»k'nienis of pn^gram. 

P(»stniiin. Neil. Tt^thinf^ as a ( unserving Aviivsty. Delact»rte 
Pn sN. I I lag llamn^nikjfM Vi&TM. 245 K. 47lh St.. Nen 
York. NY IIKJi7. 1979. Presents education as a thernHmtatk* 
acti\ ily which shtmkl offer a balam-e tu the biases of iiilture. 
I'specially teievisicHi, ilw **ftr»t currimhjm." 

Poller. K<n*emary I*ee. A>« Seasttn: The Positif e Use oftum- 
mvnial Tehvision n iih Children, Charts K. Merrill l*ublish* 
ing Co., Columbus, OH 45216. 1976. Creative Wnmmn fiir 
teachers to use for programs chiklren watch after schncd; lek^ 
visam as a karning alternative. 

Kehak. Kt>bert. Me and Mv TV, JcnimaUsm Kducatim Ajraocia- 
lion. i47T<>mahawkTr8a Shabbmw, IL 60550. 1976. Repcirt 
on rtife of in devekiptr^ verbal nkills ai^ brinKii^ togetf^r 
adolescents and adults. C)f fern implkatkms for cki^nMun a«.d 
hfime. 

HiVK Nkholas. Helping Chiklten Watch TV. Teacher Update. 
Box 205. Sacklle Kiver, N J 0745K 1976. A practkal hamibocA 
of TV -related teamini; activity cWsijEned to make teWisfcm 
an ally with teachers and parenta* 

Schratfc»r. Diana, -4 Guide for Usi^ Televifdtm in Your Chan- 
nnm, Clood Apple, Inc.. Bm 299, Carthage, IL 62321. 19H0 
Over 1^ ctasamom-tested games ami aHivttiea. Ideas for a 
media center, repmducible sheeia and bullelin boards. 

SchuHx. Jill M. A Teacher's Guide to Tekidsion Etmh§ation for 
ChiUren. Charles C. Tbm^ PubUsber. 2600 Smtb First St.. 
Springfiekt IL 62717. 1981. Provfafoa b^tgroumi infomwh 
tkm, ^lecific tecbnkyiefli to rasoforce Bcaiden^ skiSk and 
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Si hwar/. Me^. TV and IWfis AckliMHi WesU l\iiiiishin>? Co.. 
Id'adrng, MA tn^fi7. A i^iik«tli<Hi tit rsHuyv ixphMing 

what teena>^*n>i an> k^artung fr<«m tvU'\isinn and ho« it can 
lietler na*el their needs. 

MoKfr. iktnnhy. Singer, JenmieaiidZuckernuin. Diami. CH'/nn/i; 
(hv MosdhiiofTV (IiMdyear Publishing Co.. 1H40 FitlbSt.. 
Santa Monka. CA 90401. 1981. l»resenis instructuinal units 
fiPT grackff^ 3-6 on TV iHufp-amniing, ^|H*iial effects, charac- 
ters, actum ami aggres^i<^ TV' wiwks. c oiiiniercials. In* 
clucWs rvpniduclibk* student niateruils. CiHUfiankm text to 
aulhi^rs' iMiok. Teaching Televisum: Ihu In i 'sv TV to Vour 
Child's Advantagv (s«e Parent Hooks tiekml. 

White. Ned. Instde Telrvisiim, Sctem'e ami fit-havicH* lto<iks. 
Im., Box 11457, Paki Alto, CA 94:M>6. IWO. Text for high 
s* h«n4 students on critk*al TV vk*wing skills, imludes lext- 
h(N^s, w(N^slH»|»i and teacher nutnuaL 

Winkrk< Marriann IVjur.ella and Wehrenlierg. Judith. Chihlnn 
and TV tl Associatkm fw Chikihtsid Kducatkm Interna- 
liomil. ;^|5 WuRHmsin Ave. N.W., Washington. I>.C. 2IHII6. 
1982. Focuses on fcnir main ari^s: chiklren. cktssnHini. k«arn- 
ing and parents. Inckick*s a Parent W <»rkslw»p on TV Utr 
teachers. 

Bo(4l6 for Parenlfi 

Haran. Slank-v J. The Vivuvr s Teh t ision lUHfh IVnriih l*ub- 
kshing Co.i Box IH07U. Ck-veland Highths, (Ml 44118. 1980. 
ShiM-t overv k-w of tlw influence and impm i of tek'viskin upon 
indivkluals ami tlw family. A perstinal gukie including addi* 
tkiral reading su^^ceslions. 

Hfu-gman, Dr. l*auL TV: Friend or Ftpef A i*ani*nt's Handtnn^k. 
I>avkf C. Cm* iniblishing Co.. 850 North Clmve Avenue. 
KIgin, \U 60120. 1979. Helps parents uiuk'rsiand their chil- 
dren's viewing experk^mv and prt>vklt»s practk'al ways to 
change IT fnmi a threat into a frk^ndly family affair. 

Hreig, Janws What s On Tonight f A TV iiuuh for ihe lUsvnmh 
nating Vieuer. Liguori l^ublk^tkms, Dne I.igUc>H Knad. 
LiguiH-i. MD 63057. J976. This TV crilk-^author's bot4k*t out- 
lines some practical ways <rf beamiing discriminating vk^wers. 

Cffvgi»r\. Frekta and Mw^ris, tMward. TV: The Family >u'hiHd, 
Avatar l»iws, IM»x 7727, Atlanta. (iA ;tlKJ57. 1976, Cii\'es 
adults some gnod teaching technique** and ptfinters alK»ut 
chiW devebpment. Imrhtcfes games ami suic^ts ways of 
talking abcmt TV f»|^nlngs with children. 

lliHve, l^laml W. and SokinMm. liemard. Hon to Kaiae Chiklren 
in B TV WarU. A & W Publishem, 95 M^i»<H) AvemK>. New 
Yoi^. NY 10016. 1979. PrMTlkal handbook to show parents 
and teacl^s what they can do to utilize TV's pcHential for 
positive learning and avokl some of ll^ destructive effects of 
the nwdkim. 

Kaye. Kvelyn. Htm* to Treat TV n ith TLC. Beacon Preaa, 26 
Beacon St.. Boston. MA 02108. 1979. In this family guide to 
chiktren's televkiicKi. the focus is im the slate of chlW'W s TV 
prt^^ramming and practical ways of dealing with it. Inclines 
extensive resource gui(k». 

McNuItv, Edward. I^'&ea TV is a Member of the Family Abbey 
presk St. MHnrad. IN 47677. IWl. Kxamines TV s role in 
the famtl^ from the point <rf view ai the Christkin 1 >c»pel Ad- 
dre^es the pc^Uve aapecla of the medium but si»o disctuwa 
XY^ threats it poses to family life atni offers stratc^i^ies few 
deafing with siK-h ctengers. 

Moody, Kate- Orvwing Up tm TeletHniim: The TV Effect Tteiea 
Hooka. 3 1^ Avemie, New York. NY 10016. l«*0. A coti- 
prebemive vokime on the effecrts of TV on chiklren ami what 
to ck> about them. ladudet chaf^^ on home, school and 
society in general 
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Singer. t)4»r{Hh> . Sinicer. Jerutne and Zuckertnan. Diana. Teach- 
mif 7Wrri»toif: How to V»e TV to Your CkiU^s Adisintage. 
The DUii Prpss, 1 l^g Hamn^r^jcM Ptwa, New Yorii. NY 
lOtin. lilHI A hi^My reomimencfed wkame that not only 
answers parents^' questions but also shoir9 them how to UHe 
IT to further a child's growth and umkrstanding. Shwt 
esrmyH on a variety of topics are folbwed by suggested 
dif^nifisiion quefitionH, activities and furti^r renting, 

Wilkins. Joan Anderwn. TVauide-Au^y, The Roan Piwa, Box 
786. Pearl River. NY 10%5. 1979, Gives families altermtiyes 
to life with TV. Provides attitudes, strat^^ and pro- 
grams of play for the entire family, helping limit the amount 
of TV watching. 

WNKT-l'hannel 13. Teieviaiufi and Your Fumily, WNET/Thir- 
teen. Kducatkm Diviskm, 356 West 58th St . New York, NY 
1(K)I9. 1981. Kooklet of activities and HUggestkms fc^ guiding 
the home tek>vision viewing erf children. 

Bookg for Studenis 
Ywag Readtfs 

Fenten. I>tm and Barbara. Behind the Television Scene, Crest- 
wood Hou.se. Box 3427, Mankato. MN &6001, 1980. Describes 
the activity that take place during the induction and 
presentation of tekvlsim f»t^(ran^ 

Freeman. Don. The Paper Party. Penguin Boc^s. 625 Madison 
A%enue. New York. NY 10022. 1977. A smaU boy goes 
thnmgh the television ^reen for a party with tl^ |ni|^ts 
inm his favorite program and is asked to stay. 

Rffsen, Winifred. Ralfih Prvt^s the Pudding, Doubbday Pub- 
lishing Co. Franklin Avenue, (;8rden City, NY 11530. 
1972. A young boy is invited to a^iear in a TV ccmimercial 
and k^arns how TV can expkiit products and pec^. 

Intmrndiate-JankNT HHck Rewiers 

Angell. Judie. Ami Nou a Word From Our Sponsor or M\ Friend 
Alfred Bradbury Press, 2 OverhiU Roml. Scarsckfe, NY 
lO.Wl. 1979. A satire aliout younstm who set out to protect 
consun^rs from a dangenms drinking mug advertised on TV. 
They t nd up challenging the whf»te worM of TV advertising. 

Hi^l (><H>rge, ,SW Innide u Television Studio, Warwk-k Preset. 
2«l« \ W, 33rd St.. Oklahoma City. OK 73H2. 1978. OiKid 
illustrations intniduce young readers to a TV studki. 

Honii. Mnhail. Pmidtn^ton Takes to TV Houghton Mifflin, 2 
Park St . Wtysum, MA 02107. 1^. i The k>vabk- Inimbling 
lie«r in a series of adventures involving letevisifHi on both 
>idt*s III the screen. 

Hyars. Bt-isy I he TV Kid. .*^ hi>lasiic Bo<ik Servkres. 50 W est 
441 h St.. New York. \Y 10036. 197f>. A voung bov wh«i lives 
in a fanta.sy wiw^W nf TV shows is shocked back to reality. 

Ph* Uin. Terrv Wolfe. The Week Man Unptugged (he TVs, Four 
Winds Pn'ss. 50 W. 44th St.. \e«v York. NY i00:i6. 1979. A 
hrsl-person fictional acciHjnt nf u l(^year-oki boy c<iping with 
a TV -Jess t»xislcnce? 

Polk, f and l^Shan. Kda. tm redihle lelevision Machine 
Macmillian Publishers. Hm Third Avenue. New Ywk. NY 
1(^122. 1977. A survey nf factual and chatty information an 
the l^ckgn^nd. histt^ry and influem^ of teWvtsion. Written 
fur iiUer children. 

SwarlhiHJt. Cik-ndon «nd Kathryn TV Thompsun, IhKibktlay 
Publishing Co,. .501 Franklin Avenue, (iarden City. \V 
1 15;ill. 1972. An 1 !>year-<jU boy has an aiivanced case of TV- 
itis. Fxaggerali(»n or fantasy? 

Trainer. |)»vi<l A Ikiy in the Life ufa TV X'en s Hepi^ter Troll 
AsMciates. 320 Kt. 17. Mahway. NJ 07430. I98«, Stunning 
photographs and a short test infwm yining readers alioul the 
Hork of a TV news rep<irter 

TV and Mfi\ ie H'Miks. (Vcative Kducation. Inc.. 1 23 SiHJth Mrimd 
St.. Mankato. M\ 5WMM A ser^ of h«M»ks that inf<*rni 
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ycMit^ rmlers of hackgrmiiKi deta^ star interviews ai^ 
general intmst material fi^- siKih pn^rams as '*Battfes(ar 
Gaiactica," 'Hai^y l^s, ' "Ma-k ami Mindy. ' "Muppet 
Show/' Hardy Boys. ' 

Wilt, Joy. A KitVs TV Uuide, Wwd Incorpmated, Educational 
Products Diviskm, Wwro, TX 76703. 1979. Designed so that 
chiMren can either re^ the book themselves or have it r««l 
to tt^m. T^hes that watchir^( TV can be a very good activi* 
ty if done wisdy ami prop&rfy controlkd Delightful drawings. 

OrganixtiUims VfOfgnam 

Action for Chikiren sTelevistmi, 46 Austin St.. NewtonviUe, MA 
02160. A natkmal non-{N^lt ccmsumer organization, workif^ 
to improve Ntmkasting imctkres related Ui chiUren. Offers 
a quarterly newsletter, mimerous pubUcatkms, ami producer 
€^ some BudMvviauals. 

CBS-TV Reding Pr<^m. 51 West 52nd St,, New Ywk, NY 
10019. CBS iHiblishes scripts of special progi^ms for use in 
the classrocHit A teacher guMe is also avaitabie suggesting 
ways to enrk-h stu<fents' reading ami analytkal viewing 
skills. 

CBS-TV. Audience Servkres. 51 W««t 52nd St., New York. NY 
10019. Address for writing letters of commendatkm and 
criticism. 

Chanml: Critical KeadingTrelevisii^ Skilb, Kosemary Potter 
er oil KducatHitial Activities, Inc., Freeport. NY llSiJO. 1979. 
Multi-media kit including fiimstrip ami activity cards using 
TV as a means of teaching critkal n^ing/ tele vision skills, 
llesigfml lix grades 5-12. 

Cultural information Servke. P.O. Box 92. New York. NY I(KI16. 
Issued 18 times per year, this excellent resource iiKluftes 
detaifed advanced TV listings and comi^hensive study 
gukies toe special televiskm pn^ms. Important informa^ 
tion for teachers planning to use teieviskin programs regukr- 
ly both in class and for assignments. 

Critkal Viewii^p Skitts Pn>iect In 1979/1980, the U.& Depart- 
ment of Health, Kduoition and Welfat^ funded a special T\' 
projecl. Print materials are miw availabk- from thi* ff allowing 
tirgani/atkins: 

C^mks K-5: Southwest Kducational Oev^kipment l^bo» 
raloi>. 21 1 Kast 7th St,. Austin. TX 78701. 

(trades .5 9: W NKT Thirteen. ;J5H West 58lh St . New 
Ywk. NY 1(K)I9. 

tirades 9-12: Far West I^aboratory and Kducational He- 
search and Oevekipment. l8/>5 FiJsimi St.. 
San Francisco. CA 94 UU. 

CfilU'gi- Adults: Hilton University. Si h<H>l of Public C< mi niu- 
nication. 840 (^imninnwfallh Avenue. Kcw*- 
tnn. MA 02:^15. 

NHC'IT. Audieme Services. 30 Kockefelk-r Pla/a. New York. 
NY HMI20 Address for writing betters of mmnu^ndation ami 
criticism. 

I^ublic Hn»adi*asting .Service. Viewer Mail. 47f> L Fnfant Pla/a 
West. S.W . Washington, f U\ 2002^. Addn-ss fur writing k-l- 
ters of commemkition and criticism. \ H. Also write to local 
PHS m*t works regarding local pubtk lekn isinn pre igramming. 

in A National Offk^ TV Action Center. 7<H> North Hush St.. 
Chkago. U. 60611. Offers varkniM publications ami IT 
nsintt<»nng information for parents and k»cai l*TA organtza- 
tii^s. 

Prime Time S< hi«il Tek*\isi«in. 4t> Kast Hurim St.. i hitagii. II. 
HtWl I, A non-pnitit organization d^tiicuted Xu the mnovatiie 
and creative use i>f tek*visifin as part fif the U«arning cx|M*ri- 
erne. PnnuJt^ teaching ntatcrials. st ud\ gukies Uw spi^ial 
1 V prifgrams. currkuhim units deaMny^ with \iiuk^. ix'onom* 
K's. WW'S. An espwially helpful n*M>une. * 1'iikt' u l-eswrn 
from 'l*\'." provides numer'Hjs actl\iti<*s and ^^uggcsf ions for 
relating TV to languagi* arts. Ms ial siuilH***. M HWe, h*»alth. 
art ami music. Oestgneil Un^t U nwtMars gnidc*. 
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'r«K-fwr?t (iuich* io 'IVIfviHifw. W>it MadiM»n Avf nuf. York. 
NY t(NI2t. A biannual puhlkatMm fi»r mK'kiIh ami tratvnts 
lhal iiH-iudfN ^lud.v ^:uklrs. |M^<^tfni ^uniuuirk*s am! disiuv 
sion qutf<tinns ti>r up(-fmiing spt*i'iiii TV prtigrnms. Tht- ih-k^' 
ni/atHiiiHiso spitn.sors Parrnt l*ariK'i|MiUon Ti'k*\isM»n Ufirk 
>h4»t>*^. fi|ip4trtunitif> tnr inifrKi*m»ranomii shiirmK <*i tt*^'^ 
\ isMin t*xp€»rii«ncvs. 

Tfk'%isM»i tk'htnd iht- Sit»n4»s. K«>M*nwrv V*fiivrv(ui. Kducd- 
linnui Avli%iti«^s Im.. Kwp<>ri. NY 11520. 19M A su|^ 
fik*nK*n(4iry «nd inNlrut'luinai n*ading kic. civaiwl tin- niiddk^ 
si-h^Nti Hiih high-mUTfM TV rvkiltnl u^pKN. Imludt> ^ rt^id- 
ITS, re|iriiduiihk* wiH-k^KM^ls and h casM'Ufs. 

Tfk'%iMnn intornHilHinCMtk-i'. 745 Fiflh Avi-nuc Nfw York. NY 
HK^2L l'k*aringlHH2M' tor Kt'iH'fal infornialMin rfUiied Ui tlu* 
tfk'\iMon industry Offers many Inn* and im'xpi*nsivi' k'utk'l> 
(in % annus TV litfik s ot intt*rt'sl. 

Mttlta Actum Kfsfarch l'fnit»r. Inc.. Suili* l;*70, 475 Kiversidr 
|>ri\<-. Nt'w York. \Y !(NM.*i. An indfpenck*nl mit-tor-pnifit 
orKani/alion that studk»s ihf impact ot TV on \M'WtTs 
thr<HiKh scivntifK- research, makes availal4e publUaiiuns and 
workshops, IVlf\ision Awarvne^ts Training;. KstablishtHi in 
IH74 with a Kfant from the llniti^ Methodist C'hun-h. l^irM 
projit i involved tlie curricuhim. CintwinK wiih Tek*\iMon; A 
Suah of Hibhcai Values and the Tek*%'isMni KxpeTU»m t- 



Audio- Visual Materials 

At theeml of this sectkm are the nanm and mfalresses of the na* 
tkmal distnbutm <rf these aiidkhvimab. Be wre to cmuailt yoar 
diocesan media cent^ ami oth^ kicai libraries befcat? rmtiiig 
from national orgamxatiot^. 

AD ANALYSIS. 36 shcto and teKhti« guideO^eftmiiig Seed 
Ca/Saie $42. Three dosm advotieem^ts are analysed in thto 
hd^l prt^m for pmuasive tanguage, vtsual imfiact, pay* 
choki^l selling ctevtces, eockl meantngw and vahie nies- 
sages. Ideal resource for setm htfl^ gnmps to heip thmi see 
ads both as rvflectkms and shapers or amlravoraiy soc^y . 
BASIC TELEVISION TERMS: A VIDEO DICTIONARY. I6mm 
film IH min/Pyramkl Films 1977/Sale $310 (fiilm and video! 
Rental $50. Leonard Nirooy rf'Slar Trek" fame narrates this 
well^orK^nized and entertaining introduction to the hardware, 
terms and pnicesaes of television jmduction —all with a dash of 
humor Divided into four sectkms, each part will infimn junior 
high and senior high stUffenU who does what job as well as what 
huppcrni^ before, during and after imxliiction. 
BUY, BUY I6mm filra/20/Chunrhill Films 1973/Sale $340<rilm) 
$305 < vk^» Rental Inquire. TTiis frank look at the fNirpose and 
practice of television adverttsii^ features camitd interviews 
with TV commercial directmH, who openly discufi» tJ»ir intent 
to manipulate the public into tmyii^. Intercut with com- 
ments are illustratk>ns of various techniques used to heif^ten 
the appeal of |m)ducts. Rectrnimended for junkn* and senkff hi^ 
levels. 

CHILDREN AND TV. Three 35 mm fflmstr^ie mfai and two 
5 min/caraette/Unhmsity of Wfacmm^Ea t e ns to n / Sab $33* 
Concerned parmts and teMhm witt welcome thte except 
fUnuiitrip s^iea that takes a dose kx3fc at tdevi^ 
on young chiUr^ 'Tdevmon's Infiuenoe m ChikfaBo's 
BehavkB-*' gtvm an wmvkm of TV viewing htSOU and how 
t^vi^ watchbv is rrialed to ddU dev d o i MiiMt ''Ego- 
mmifa» of TV Decbion Bfakfaw*' «na^]ias the vartou 
nents of the tdev^m imfatftry, ratings and the methods ami 
purpMtfi €4 TV «lv»lU« ''TV: Wlait Om Yoo Do?" 
detioea tes six stei» that parents and othn^ c oncern e d vtewers 
can take to make TV watching mm cooa tr w U ve. 

THE ELECTRONIC RAINBOW. 16mm film/23 min/Pyraniid 
Films 1977^Ie $^ (film ai^ vt^H/Rental $65. Leonard 
Ninwy corelucts us thriMigh the waid rf tekvi^m, siuiaring 



how television haM develtiped. huw it workn and it is uhckI in 
this lively film. An animated HtHliun illuMtrates the basic wurk- 
itw* of televijiion transmission and nnrt^ption. TTie difl'ereni 
kinds «f TV systems ibruadcast. mitrowave. CCTV. cahk*. cas- 
sette, etcJ and the spi*cial uses <if each ar*' also featured. 
Intermediate-senior high. 

GETTING THE MOST OUT OF TV. Series of seven 16 mm 
fihn8/12 min each/ABC Wkte Worki of Learning ISBl/Sate 
$206 (fifan) $135 (vktec^ from ABC Wkte Wt^ld erf Learning, 
Imr/Rental $55 (first three films on one red) $75 liast four 
filom on oiie red) frcm Mass Media Minbtiies. Titler. "The 
Technical Sde ot TV, ' "P^jopte Make Programs, ' '•the 
Ma0c of TV/' "Charactm We See On TV, " • Actt<Hi and Vio- 
lence/' The Real VitM of TV/' "Commerriab/' This ex- 
pertly n^earctmL da womv tested critkal TV viewing skilb 
wUl beSf chiUrra from eight to ten years oM umter- 
stand the techn^HSy and intact of TV, aid learo to disUn* 
guish betwera the reality and fantasy tfmt co^aiat on the 
screen. ChiUrra will mjoy the Bvely pace and u|Aieat mood 
imvkled by two tainted young TV hosts for the s^ies. 

HELPING CHILDREN DEAL WITH TELEVISION, 16 mm 
film/28 min/Media Five 1981/Sak $450/Rental $50. TsacHers 
and p»mtswfll find this new fibnbd^I in esamimng the ^* 
fects (rf tdevisira up<m cIdUrro's liW especially in r^^ard to 
arbc^tic growth. Critical viewing strategies are presented, 
akmg with a television reductkn {mgram for excessive TV 
watchm Neil Postman, John Cu&in and Patty Rooney* 
Rdieck provkle cmnmeatary* aloii^ with several chihiren who 
talk about the nde TV i^ys in their lives. 

HOW TO WATCH TV. Four 35nun fthnstr^ra/S min esch/cas* 
^te/Xeroa Educati^Mi PuU^tkms/Sale $75* Tit^: "News 
ami Documentaries," "Drama and Cmt^y" "Advertising/' 
"Learning bmn TdevMkm." Because geneml TV progranh 
ming makes up mo^ <rf our viewing time, tUs fOmstJ^ S€^^ 
is an kieal echicatkmal resource. Various types of tdevisiii^i 
pragranofflii^ are analyzed for tteir teaching values. Siu- 
daits are toU what to took for as they watch thew imignin». 
IVy are imvkted with techniipies that will he^ make them 
active vknrm and are shown the kinds of thii^cs each type 
can teach. Recommended for gnakw 5*9. 

KIDS F(Ut SALE. 16mm fOmm min/Actkm for ChiMren's 
Television IMO/Sab $300/Rmtal $^ (from Mass Media 
Ministries). What's h^^xming on chiWren s trieviakm? Thfe 
powerfidfilmto^dosalyatthedtenr^i^^ between what 
chihfam's te l evis io n is ami what it couU be. A repreaenUtive 
nnq^ng d the good and ^ biNi c« '"kUlvid" is teaturedL 
Gomey cartocKha* "bumofous*' vkibmce, and mq^c^tive em- 
mmriab m ecmtraated with fine axan^des irf good program- 
ndng drawn from both cmnmmxU and puUkr netwcffks. The 
fifan is aape^dfy ^facttva hi sbowh« par^ta bow to h^ 
th^ ehiktrm be tttacrtednating hi thdr TV viewiiig. Minify 
recmnmemfad for par^ta. |»rofes^mak and PTAa. 

THE MAKING OF A LIVE TV SHOW, 16mm dlmfW min/ 
Pyramkl Films 1977/Sate $425 (fibn and vicfeo^/Rentai $50. A 
fascinating. behird-U^-acenes view of the annual Emmy 
AwardsS^. Months (rf'irianntng and rehearsal are ccmdenaed 
ifUo this riuHt documentary, culminating in a revealing triple 
screen that diows nrimrNl, live bromlcast and the director 
calling tl^ bIh^ in tl^ omtrol boi^. Junior^senknr high. 

MEDIA KIT EXPLORING THE VALUES OF MASS CULr 
TORE* Two 35mm fihnatx^lS n^ a^fa/cass^t«/S5 cof^ 
bodi^ 7%a Vafttas ofMmtia Oitoi/WLeanihv Seed Co./ 
$59. This stimulating kit hdpapartic^iantagaalitt how mass 
nwdiahawdmngsdusaadottraod^y. It rocouragm mi ex* 
pksratkm dl media culture, ti» values (rf nu»s media« atd oar 
own rdatioo to mecUa. TUm fflmrtx^ ^Umm Medm ami Hu- 
man Bi^vhMr'* tetnxhKM Medhtperson and aaath^ ex- 
pJai» MOiteirationt bow specific bdiavters 10m eating 
haUts. family Ufa. laagmigs, viofancc and m m Msm, and Uv* 
ing pattmMi are ioftsmced by the media. A discusdcm of 
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trmlitioml vakm wrms mecUa vnkm b e^iectalty well 
im^tecL The secood filmstr^ The Tefevtskm Dfed, ' 
is a fanciful story that provokes refbction on the rffects o( 
TV in our daily life. HigMy twmaaa&aicA for smior higli- 
adult groups. 

NOTES ON THE POPULAR ARTS 16mm film 20 min/Pyramid 
Films IBTa'Sale 9^ <film and vi^^/Itaital $50. Saul Bass a 
rwhy Man Civatai**! iat«st film esmy foctiHeB cm luiw ih^ 
piiputar art» in An^rica eerve as vehM^ for self-fm^tsim, 
i>xpf>rk>nce expanmn and fantasy fiilfillment. HunHTOUs ami 
lyrical sequences cover televiskm, popular music, comics. pul>* 
licaliomt and music. Recommended for saniM- high and skIuU 
audiences. 

PROMISES. 16mm fUm/12 mia/Ran»9>te Pibi»/Sak $315/ 
Rental 630. Through a serte of ooteitafaiing satires <m tefe- 
vtskm commmrials, this trnmorous film egptoioa the preva- 
sive infhNHice ct adv^^tiaim on cmr Bvw. Ngmt«' Stacy 
Keach ezf^dna how cotoin advi»tMiv leehidmioa are 
desigt^ to appeal to the emotkmswUledi^^ngUietnjtfa. 
Admtbing. according to this audtoviaiMl, simpes w 
by selling us a system <rfvahi^«loiv with the {HtHfaMrt Rec^ 
omroemM for junior high through aduH groups. 

SEEINU THROUGH COMUBRaAlS. 16mm film/15 min/ 
VBmn FUira/Sate 6S20/Rental 620. timd^ film hdpa 
young pe<^ cope with TV Mlvartbiiv in an CTtotaining 
way. Viewers are led through a potet-by-pdnt analyst ct 
technk)ues used to make thii^ kmk Ngg^* bett^, ami tacw 
fun. The final sequraes gives chftlmi ^bechance tocritfcptea 
cfMnmercial tlwmsdves, Hi^hHy reccanroeoded for i^emmtary 
and junior high and for the entne foml^ in par»)M» and 
schools. 

SHAPISa THE NEWS THE iX)NSU»IERS. 16mm film 17 
min BFA Films 197S/Sale|23a/RcmUl $19. In our civiltzatitm. 
m»ws iH a commodity packaged to catch the eye of the consumer. 
ThiM has bet'n increi^ingly true since TV iwws became Ameri- 
ciis most favored source tU* news, l^is tightly structured narra- 
liV4» film Hhows that while morp people believe in the truth of 
TV nfWK than in any other form of news, its fumrtion is nither 
ttmiu^d. Any Hinim> of newH can be well used if the audience 
kntm'H what to expect from it* 

THE SIX BIUJON $$$ SELL A CHILD'S GUIDE TO TV 
(X)MMERCIAL& 16mm Om/ib nunXcMWima- H^pons 
Films 1976/Saie $2^Rental $25. Hiia film stwcewfiill^ em- 
amines basic technkp;^ used by TV adv^tirars to get us to 
buy thdr products. It uses dq»irf TV comm^dals, an origi- 
nal pop theme sMg« ammattaxt comic itches, and young 
people taOdng abmt ttek actual esp^im^ to show diit 
dren how mit to be taken in by TV c<mim«tH^I& Rec<mim^ut 
ed for grades 3*8, 

Hi)'SEn)ND SPOT: THE MAKING OF A TELEVISION i'OM^ 
^KRi'lAL. 16mm film 25 mial^i^mid Films 1974^1e $445 
dtim and vifk>o» Rental $50. lliis weli-nmle ckicumentary 
t r£tct*H the epic nt ruggles that lie behind big budget TV commer- 
cials-^ in thm case, a $250,000 7-Up takes^ on old de^ri war 
mi>vii*K. We sit in on actual costii^ aesKions, observe a k^ 
planning f^^ssitm at the ad i^ncy, watch relu*arBals« oveiiiear 
bud)^'t dUcussiun. and eapericnce on iocatttm im^tems in Uie 
Ariz4>na demTt! Ami finally, see tl^ commercial on tetevi* 

S{H}PERG(H}P. 16mm film 13 min'Chunrhltl Filni^ 1975/Saie 
$2H0i film and video)/ Rental-!m|uire. This fafi^anin^ted^oiy 
pf>rtrays tw(» irreverent characters wImi ciaKOrt a TV cummer* 
rial for a swee>e*t cereal. It reveals sellii^ techniqim and 
nmmierdait^ behimi the fiind. Highly mtertainii^ atui in* 
f<»rmattve for |mmary and intermediate level stuifenta. 

A TALE OF A TV MOUSE, 16mro film/14 sdn/I^ Ctmmoi^ 
catm/Saie $225/ReQtal $4a U^BIe. a puff^ mouse, hi the 
rtar of this charming mw fflm tlml |»M0it« to chikben and 
parents alive the prMems irf bdiit^ TV viewhw. Becauae 
UiciUe s ratire fife revolves Around the TV a^ she refttm to 



with her frimls, forgets to <jki school wori(« is r^^tant 
to pnrtfe^te in familb^ mtim and try new activitiM. By the 
fOm's Md* howev^, hmr Umfy be^ her becmne a arisclive 
viewer ami find alt^nalivt^ to wstchhig TV. Idfid resource 
fm- cyidrm m wiA as parrat groups. 

7^>4lf nv^bviakm Educatkio Activity Kit». Multimedia Ut/ 
Pn^ed Poctti^ak$46. Tto integrsted, poritive i^imiach to 
the tetevMcm vtowfaig esperiKm of today *s wttl stimu* 
late dtocovery of TV's role gnd te the Mvea of youflg peo> 
irie and h^ give reqmiaM (bwtion to • medktm wUch for 
the moot part has mA yet been ifevek^mL Two fibm^r^ 
Meet Terri Tslevista" end '*TBrri Tslevirimi Presents Com* 
metdah,** each M frames wtth sound on oMsette. esfdain 
how TV wwks aad how a coimner^ is put tOfHlwr. The 
Terri Teteviskm Cdoring Book offers a unkpie and hMn^ 
tive lyqproBch to use wtth youi« peopte. Also inchided to 
kit is a set of t« posters with amo^>tual dmwiugs portray* 
baig practk^l ways of u^ing TV for the viewer's bra^ Ideal 
for bulletin boards^ pamt meetings, and as inrtroctiotml 
ds^awwi vfauol akfai Recommended for primary and is* 
tnmediate levehi, 

TELEVISION: THE ENCHANTVD M/AflOR I6mm fOmttg 
mnfMBBS Medto Mini^riee 1981/Sefe $400/Rental $3». Thia 
intae»tit9 fihn b a docum^tfary about TV iu AuMiom Itfs. 
It features ix^arviews with TV directors, writm, a network 
executive, a brain behavior ot tones related to the TV 
medium: psychobgteal inq|iact^ nwral vetoes, chfttren and 
family ^ mial todbtkm, inmges of reaUty, ratings end 
advertising, technologies and tim future. For s^ifor high 
ami adhalt aucUences* 

TELEVISION AND VALU^ FOR THE ffiW's, Two 35 mm 
filn»tr^l6 min e^ca8sette^4 project curds/Lmmi^ 
Seed Ca 1981/Sele $66. An tnc^ ^txly (rf the effccta of 
tdevUoQ on our personal vak»e and moral fflier. Soae of the 
inqiortant areas diwuseed incbde tefeviakm as a ^fcealsr id 
time, modMs and heroes, health and a<klH.km, Idihlea ads, 
U£b in a TV ravtetmmrat, fsi^ hfe, sex|Mtgtim, pmivity 
and vkilme, tlie fnture oi a pkigged-to society, 

TELEVISIONLAND. 16mm film/12 min/Pyrandd Pttma 1971/ 
Sale $275 (film and vkfeol/Rental $35. This wiUy film is a 
kxikBtt^vteicmuithe'SOsaod *60s, cmMtoraed end colbited 
by Charlee Bavmsmn, In a faatiiMed affectionate twrive 
minutes, vkmms gain a p^^qiective on the Ufs ami times of 
tlmse two deemkes. An kiwi resource to intnNfaiGea atudy of 
tdevisfam and its haqmct on imiivkfaiab and our society. 
JunkH- and sraior Id^ ages wiO caqMrimtee TV as it bsfan; 
^ults wffl relive Lh^eai^ TV days with flight and amai^ 
ment. 

THE TELEVISION NEWSMAN IBtnm rOmfiS mm/Pyranud 
Films 1976/Sale $445 ^fiim ami videol'Ri^ntal $50. An ^ter- 
taiidag, face-paced Km* a t a d^r to the ^ ftf a maiori&y TV 
mwman— BiO ReMmr, wImi he «maan iqrewitness leporler 
for KABC in Loa AngiriaL AH fec^ <rf the job me oi^rfored 
as wd! as the Tvpc^tmn pmofml vfews cm 1^ inf^ssiricm and 
cm tdevtafam news covmige in grarasL Informative andfo- 
vtoal fm* juntor hSgh-mfaitt groiq^ 

TELEVISION Vl(H£WX. 36 mm/fihi»tr^l3 i^camette/ 
Learning Seed Ca/Sale tSA. A creative rssouns that mi- 
coura^M vtowere to mA tbemaehree, '^hat to vkilenee on 
t^vtoiM Aob^ to nun?*' UiAke most midto-vismde aideh 
uraaQy deal wtth the amount d vic^ence mi tdeiMon {so* 
gnuu, thto ffimatrip Uteq^mw the mesaagw crfTV vidmce 
and its social ^fects. Tlds provocative te^iepth stt^ in- 
cfauies w«k^beet nmsters and an extraidve te ^ d n g piiife. 
St^or bj^h^ilta. 

THE mJRTY'SBaWD DMEAM. 16mm fito^l6 mfe/Mus 
Medto Mtatotrtos/fok SSSOOental $2S. A raontBge of con- 
tnqmvty TV cmmserdab to imed in Ute l^ovocative Ifim to 
duBc^r^ tl» sedative po«m of TV adveitMlg to four 
are^ ii^bm^. vtta^. farnO^ Ble, and wxns. The i&a 
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9lmr» bow ^y^Umn pfaiy oa oor hopra and fears to sdl 
0111 fai c hwooai or eomamafty groiV^ FT A« fMikgr meet- 



Tt/MSD /iV, Series of ten flb^li mta eMh/WNET* 



Th^teeo ISSl/Sofe and Renua Imptka Thfa 
braedowt on piOittc tehvkioo, b ainAiAle ~ 
cfairch uae. It iavotvet tte con t faiaii^ etory 
in a tewn^B erU dne vrtoei 
progrmm mod learn aboai the 
is dM^oed to help midiBe ectool stedeala 
t d e v irion vfewera. An exirasivo ntJO^ gnkb 
Oio 





er^inUy 
and 

tdntfc gvadetB 
(atdevUon 
. TUt aviee 
crftfcal 



Ol/A MMJ MYTHS. ICteina flta^lfi mia/Pyr^d 
FUms IVnfSak t295 (film and vifeo VBcnta l $6 0. TO a c«d* 
bciion of leleviakni conunerdafa fpon worad tko wiald ia an 
ideal resoaive for edocatoia wte «aiA to dad wHk the 1 



me^ fai daaa. The fSm fhM vieim an afvo^ 
tiSy wcam mytha an d t^wwy a adw r| yi i ^ aoda^ and jpar lMp 
aoma of tfa^ oira appetitaait awd>ltloiia» and dreanis. loe 
drimato atody guUb serva m a oid^ aorkahm on 
mtvcrtlaii^ wttheacii haala onTVc uaii^ 
ad for yooth and ttlaK groa|i^ 
TV; THS ANONYMOUS tVACHEH limn f&n/lS aaiaMaaa 
Me& Miidatriea t97SM iStsmental tSO. TUa brief and 
^hctira fbn indndaa istanriewa irith e^wrta oe 
of tdevMfm on difkfaeiL Thm aio ahola di^bw 
to imgraina, with an fa»«rt of tile |nv«ram the oonw 
w« can aee what they are watcUnK. Impcatantareaa are cite- 
mmd indndi^ vMmce, advartMng, aasnd ami radal 
^ateoHypb^ ddU invoivm»i^ hi the viewing of adbk pro* 
grama. Ideal for parmt and teacher gatherii«i. 

TV: BEHIND THS SCRSBN, l^m fifan/16 minChufdiil! Fibm 
197849ate $270 (film and vfaleoVBantal laxp^T% Itita inJtoma- 
tive ftbn shows chikbon in the primary and intmnediate 
gmtea h»w televiakm |aogran» aro ciwted by writer 
and nfan mw%. It rsveab how spedal dbcts ami dramatic 
{mch^ttons are done as well as introduce variraa tdovi^^ 
rdBl«d >>b i^ifXNrttmitte. 

A TV GUIDE: THINKING ABOUT WHAT WE WATCH. 16mm 
rtlm/17 min/Cburchill F11b» l978/8ate 1295 (film and videoV 
Rental Inquire. This revealing eaaminatiim acoie dT ihs 
values and mssconce|Akn» contained in teteviskm programs 
and commercials is reoMmiionded etoneotary airi junkir 
high students. Dramatic scones are med to discuss 1^ 
Boisal prob^ aolving diflbrs ftom ramibur TV situatkms, sex- 
ual and pthiiic Htmootsrpes and peofde's lifiaslytes a»f job per- 
formaiK^. The film encour^j^chiUben to lakf)! critical view* 
tng habits and to use sources other than televi^m to fimi uut 
about the world. 



TVORmyrTVr Ifimmfllm/ISmit^BarrPibns/SalelSmailental 
Inqaho. Mmme h a "vidi^" a coolant TV watchi^ to tlite 
faumama tt^nalad ffim isatnri^ Fat ABieftand theCraby 
Kfda. Ite fDT)^ ahoQt friewk laqmsOdlttfe^ 
Imt tdevidon. Whw the wina tickM to a rodi cmiovt 
and Mottoe mMi stay home ami v^tch them cm TV, he 
hsuw an ^portai^ lenoA. TV good but it*s only om of 
raaiqr iHirthwMte activitiM. ilaconnnraiM studying 
vahm ami pear rehtmmhips with gractea 4*^ 

iVoDra: 

1. The aale and rmtd fees indkated diaqpe ei^h year. Consuh 
audic^viMal distrftutor^^^a* fm" current i^icea. 
SoBBW of the reviowa in tUs asctioo have a|q>eared iH«vtot^ 
to John Mfflsr'a cobnm, *'Radi lldnga/AV/* Catechist. Jami- 
my IWh Rqartoted with p^miasiim. 



Addresses 

ABC Wide World of Leamii«. Inc., ISM Avemie of the 
AmericM, New York. NY 10019. 

ActiM for CMhhon'a Televiaion, 46 Auatin SU. 
NewtonviBe, MA 0SI60. 

Barr POma, P.O. Box 6667, Ptaadena, CA 91107, 

BFA Filma, 2211 Michigan Avenue, Santa Monica, CA 90406. 

CtmrcMB FQnm, 662 Nmth RcAertson Boulevard. 

Loe Angriaa, CA 90068. 
Conaomer Boporta PIbM, Box XA'2&. Mt Vomon, NY 10&5a 

Fttm Comimv^tara, I1I36 Wechlii^ton St., 
North HoBywood. CA 91601. 

Leamiiw Seed Ca, 21260 Andover, KiUe^, It 60047. 

Mass Medte Mtoiatries, 2116 N. Charles Su. 
Battimora, MO 21216. 

Medte Piva, 3211 Calmmga B<mlevard VimU 
Hcdbrwood, CA 90068. 

Project Focw, 1061 Brooks Avemie. 8U Pteul MN 551 13. 

Pyrandd Fteo, Box 1048, Santo Monica, CA 90406. 

Ran»gato Fihna, 704 SanU Monica Boukvard, 

Santo Monka. CA 90401. 
Uidveraity erf Wiscm^ Extonmcm, 1300 Umfen Dr., No. 235, 

MMfoon. W! 53706. 
Voton FBma. P.O. Box 48896. Ua Angdes. CA 90048. 

WNET-ndrtaon, E<tolioa Diviskm. 356 W^ 58ib St., 
New York* NY 10019. 

Xem Educatimi Pubhoitkms, P.O. Bm 444, 
Cc^mlms, OH 43216. 
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